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STANDARD DIVISION 


STERLING DIVISION 


BROWN BROWn BROwn BRown Brown 


BROWN kid... BROWN Vodelle Suede... BROWN 


Mirage...BROWN Colt...BROWN Sterling 


Patent... BROWN Maracain... BROWN Caravan... 
BROWN Fresco... BROWN Polka... BROWN 
Lining...BROWN Calf... BROWN Tripoli 


Town BROWN is fashion 
Premiere BROWN is volume 
Starlet BROWN is young (flats, casuals) 
Broadway TAN is the russet 


Savoy BROWN is the 


tweed accent 


NEW CASTLE DIVISION MCNEELY DIVISION 





What's Best for Baby , 


is Best for Business 


alization ies 


Baby Shoes will 
Attract Customers 
to Your Store 





IN STOCK 284 yMeE IN STOCK 286 
Babies’ White Kip Pre-Pairs. fk Babies’ White Kip Plain Toe Blucher. 
2 to 5 B to EE. Paanian/ 2 to 6 B to EE. 61/, to 8 A to EE. 


Kali-sten-iks PRE-PAIRS are designed to 
prepare the child's foot for the first hard AA ) j 
sole walking shoes. Regular Kali-sten-iks eS 
baby shoes are designed for children 
advancing from Kali-sten-iks PRE-PAIRS FOR CHILDREN 
to their first hard sole walking shoes. OF ALL AGES 
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DON'T 
THROW 
THE PROFIT 


Markdowns, returns and lost 
sales exceed advertising and sal- 
aries as an expense item in de- 
parunent stores. |: 


Women's Wear Daily Report on NRMA meeting, Jan. 10, 1958 


AHUERMCAN GIRL 


SHOE 
a line with PROFIT POTENTIAL built in— 


a proven low markdown rate, a proven high turnover rate, 
and an in-stock department that pares down lost sales. 


If you want to know HOW OTHER PEOPLE DO IT —make American Girl their #1 line... 
write or call 
American Girl Shoe 
288 A Street 
Boston, Massachusetts 
Liberty 2-1006 
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FIT YOUR BUYING TO 
THE WHITE SHOE SIZE 


80% of retail shoe sales over the next 90 days 
is expected to be on white shoes. Does your 
inventory measure up to the selling opportunities? 


Now’s your last chance to get the depth in 
white selling stocks that will be needed for the 
coming three months. If you’re lucky enough 

to get LEVOR’S white leather in your 
fill-ins, you'll definitely have shoes that 
stand-out and sell-out. 


IHMVOR 


Washable 
KID, CABRETTA, 
CLOVER CALF & KIP 


and also in White, 


TAN-ART SUEDE 


ETB 
VAY TELUS a0 
WRITS” 
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HUES are Bright Style NEWS 
.../n Florsheim “BI-COLORS!” 


It took FLORSHEIM to come up with 
a ready answer to the perennial question: 
“What's new in Shoes?” It’s Br-Cotors— 
two tones in tune—with your 
new casual way of life, 
and the way you dress to meet it! 
Soft, soft natural grain leathers; 
light, light “So-Light” construction; 
new, new, simple Continental lines! 
And the colors speak for themselves — 
and go with everything you wear! 
The Luceane: 


Three-eyelet stitched front blucher, 
in soft walnut calf. 


Left: 39603, taupe and tan. 
Center: 39602, desert brown and dark brown. 
Right: 29602, black and grey. 


THE FLORSHEIM SHOE COMPANY * CHICAGO 6 * MAKERS OF FINE SHOES FOR MEN AND WOMEN 
A DIVISION OF INTERNATIONAL SHOE COMPANY 


April 15, 1958 





Mr. NEOLITE says: 


IT’S IDEAL FOR SPORT 


There’s a growing demand today for extra-comfort- 
able shoes. And here’s the ideal sole to help you meet 
that demand and boost sales! 

The Cobra by Goodyear has an ingenious functional 
design which makes it amazingly non-skid. It walks 
safely, sure-footedly! And it’s self-cleaning too. Criss- 


G3 FRAY 


MADE OF NEOLITE CREPE 


by GoopsY EAR 


Watch GOODYEAR THEATER on TV... 
every other Monday, 9:30 P.M., E. S. T. 
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the Cobra inspired this 
non-skid, soft-walking sole!” 


SHOES AND SPECIAL PURPOSE FOOTWEAR! 


crossing ‘‘scales’’ keep dirt and mud from chunking up 
... won't let mud or dirt be lumped and tracked along! 

Made of specially compounded NEOLITE Crepe, the 
Cobra combines the advantages of a softly cushioned 
step and rugged wear. It brings supreme comfort and 
economy plus non-skid safety and self-cleaning action. 


® Non-skid 

*® Self-cleaning 

e Extra-comfortable 
¢ Long-wearing 


The Cobra is available in needed sizes and colors for 
underwedge or conventional heel construction. 

Before planning new production of sport shoes and 
special purpose footwear, be sure to get all the facts 
about the Cobra Sole. Just write to: Goodyear, Shoe 
Products Division, Akron 16, Ohio. 


(> 


Mt 
NON-SKID > 


<4 SCALES 


COBR GOODFYEAR S 


COBRA-——-T ™ THE GOODYEAR TIRE & RUBBER COMPANY 
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MEET the MEMBERS of the HERBST FAMILY 


and ¢cGUéf the juvenile market 
with the most dependable — and profitable — 
lines that you can carry 


child Life 


SHOES I, moves fast — this business of selling shoes. Each year, each season, in 





fact — brings new problems, new conditions to which you must adjust your 


plans and actions. 


okchan ie That's why the four lines of juvenile footwear that Herbst makes are 
child Life 


articularly important to you today. They are deep enough and sufficient 
ARCH FEATURE SHOES P bine y y y p g y 


wide to offer you everything you want and need from one reliable source 
. . . @ manufacturer whose styles are proven sellers, and whose craftsman- 
ship is supported by a long standing reputation for making good beyond 
the fitting stool. 

Even more — and this is so vital — when you concentrate on CHILD LIFE 
shoes, and the lines related to them, your profits are protected — for these 
are all FRANCHISED LINES, open only to one dealer in a territory. Hundreds 
of retailers can tell you that selling CHILD LIFE is the most profitable invest- 


For Boys 


ment of your time and selling talent that you can make. 





The facts are yours for the asking — provided there is no CHILD LIFE 


For Girls 


dealer now in your trading area. Write today. 


HERBST Shoe Manufacturing Co., Milwaukee 45, Wis. 


New York Office — 557 Marbridge Bldg., New York 17, N. Y. 


Our Changing Population — VTSaeT TCs cil 





—“We are living in a period of changing concepts, 
many of which relate to or stem from, our chang- 
ing population. The growth and composition of 
our population vitally affect every industry— 
especially retailing, for this great business not 
only serves the population but employs a great 
segment of it.” 





—With the above remarks, Alice K. Leopold, As- 
sistant to the Secretary of Labor for Women’s 
Affairs, U. S. Department of Labor, Washington, 
D. C., launched into a very comprehensive and 
detailed review of the U. S. population. She also 
pointed out the significance of population changes 
to the retailer—as a seller of merchandise: 


—“If population projections for the decade 1955 
to 1965 are fulfilled, new and different markets 
will be created. They will include: 





—(1) Almost 8 million more children between 5 
and 13 years of age. This is indeed a sizable gain | . ROOMS 315-317-320 
in this age group and certainly it indicates vast 


Sata |. a. eT 


—(2) Over 5 million more boys and girls of high- 


school age. These young people will need and ’ * 49 
want many goods and services, some of which We'll also be hoppin around 


have not even appeared on counters or even in to these other shoe shows: 
the production rooms of the manufacturer. | 


—(3) Nearly 5 million more young men and women Columbus, O. May 4-6 
between 18 and 24 years. This gain is of particu. | 
lar significance, in view of the decline between Atlanta May 4.7 


1945 and 1955. 
ee New York May 4-8 
—(4) More than 5% million more men and women 
in the 45-to-64 age group. Seattle May 11-13 


—(5) Over 3 million more citizens in the 65 plus | 
group. ... Our aging population not only offers | Dallas May I-14 


new and expanded markets to retailers: but has | Pittsburgh May 18-20 


great implications for many other segments of 


society.” | 
| Los Angeles May 18-21 


£.B. Tartana, | VAISEY-BRISTOL SHOE CO. 


Publisher MONETT, MO. 
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Everything a sportsman wants in a boot: 


waterproof construction, extra durability, 
plus the protection of SYLFLEX leather. 


SYLFLEX*- processed leather keeps out water yet lets in air, SYLFLEX-processed leather, 
keeps feet dry and comfortable. SYLFLEX prevents water from | tested and certified to meet 
washing away the oils in leather; so leather with Dow Corning performance 
SYLFLEX stays soft and flexible, won’t stiffen, crack, standards, is available to 
shrink or discolor. manufacturers and from 
Add sealed seam construction and waterproof soles—and you’ve these licensed tanners: 

got a watertight combination. Boots of this type are already Armour Leather Company 
accounting for steady volume at around $25 in many of Eagle-Ottawa Leather Company 
the country’s leading stores. If you sell men who work outdoors, A. C. Lawrence Company 
hunt, fish, you’ve got customers waiting right now for 
waterproof boots with SYLFLEX. 

Write Dow Corning Corporation for information. TL RALLILG 
Dow Corning Corporation, Midland, Michigan. SU 


Canada: Dow Corning Silicones Ltd., Toronto. *T. M. Dow Corning 


Corporation 
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Fditorial Outlook 





he “Wardrobe” Evaluated 


HE news pages of this issue carry a detailed report 

of the retailer cooperation extended to the Amer- 

ican Family Shoe Wardrobe Promotion in a dozen 
or more cities throughout the country. The program was 
the most ambitious ever undertaken by the industry. It 
was conceived and executed by the National Shoe Insti- 
tute, public relations counsel for the shoe industry, and 
was in addition to the continuing public relations services 
rendered by the Institute. Because of its size and scope. 
the eyes of every shoeman were focused on it. Its results 
were anxiously awaited. 

When the program was announced last fall it generated 
immediate and considerable interest and some controversy. 
This controversy was not concerned with the need for a 
public relations and promotional program for shoes. Nor 
was it concerned with the broader aspects of the plan. 
Certain specific recommendations were made in the plan 
to which some members of the industry took immediate 
exception. 

One of these 
called for a cencentrated “barrage of shoe ads from every 


more controversial recommendations 
possible segment of the industry, all bound together” to 
be placed in one national magazine. This advertising 
section, which was timed for three weeks before Easter. 
was expected to put shoes in the public floodlight and 
to “help impress the U.S.A. with the vitality of the shoe 
industry.” 

The Program 


The program was a combined advertising—merchan- 
dising effort which would kick off an American Family 
Shoe Time, a three-week period during which retailers 
would promote the Family Wardrobe idea in their win- 
dows and newspaper advertising, in radio and telecasts 
at the local level. Retailers were supplied with merchan- 
dising kits. Daily, Sunday and weekly newspapers were 
furnished with shoe supplement sections in tabloid and 
full news page sizes. Scripts and programming sug- 
gestions were made available to radio and TV outlets. 
Consumer participation contest sponsored by retailers, 
the Institute and local newspapers were conducted. 


American Family Shoe Time has come and gone. The 
time seems to be appropriate for an evaluation of the 


April 15, 1958 


merits of the Institute’s program and the measure of suc- 
cess it attained. 

Despite some criticism of certain parts of industry for 
its failure to rally more strongly to the cause with more 
advertising space, the national advertising phase of the 
promotion, in our judgment, delivered a considerable 
impact. Eighteen manufacturers of branded lines spent 
an estimated $330,685 in a concentrated effort, in one 
issue of Look Magazine. In light of the fact that the entire 
shoe industry spent only about $9 millions for advertising 
in all media during 1957, this campaign constitutes a re- 
markably good showing. It represented the largest con- 
tinuous advertising section ever run in Look Magazine. 
In view of its record proportions and considering current 
economic conditions, it is difficult to visualize how wider 
participation could have increased the impact of the sec- 


tion on the consumer, to any great degree. 


Merchants Gave Linage Support 

Advertising at the local level apparently was satisfac- 
tory too. NSI estimates that 350 to 400 daily, weekly 
and Sunday newspapers used their prepared supplement 
pages. If this estimate is correct it means that merchants 
must have done their jobs in supporting the program. 
with the sufficient retail linage to warrant the sections 

. and perhaps, to establish a record in “single event” 
retail shoe advertising. 

Cooperation by retailers in using advertising and dis- 
play material provided by the Institute is more difficult 
to evaluate. A REcoRDER round-up indicates that it could 
have been greater and considerably more enthusiastic. 
In this critical retailer cooperation phase, the promotion 
must be regarded as having fallen short of its full ob- 
jective. 

The uncertainties of the moment, the early Easter and 
unseasonably bad weather undoubtedly dampened the 
merchants’ enthusiasm. Under circum- 
stances, their cooperation might have been greater. There 
is the probability too, that many retailers of speciality 
footwear, particularly high style operations, may have 
found the “family wardrobe” title awkward and difficult 
to reconcile with the complexion of their particular oper- 

[CONTINUED ON PAGE 108 


more normal 





biggest westout boot 
promotion of all time! 


THE OFFICIAL <7 WARNER BROS. TELEVISION 


WITH CHEYENNE'S 
ARROWHEAD 
DESIGN 


CLINT WALKER, star of WARNER BROS. 

television show, “CHEYENNE”, reaching 

d » Ug more than 52,000,000 viewers every 
* Me” TS other Tuesday. 

ADVERTISING 





NEWSPAPER MATS 
In one- and two-column sizes, with illustra- 
tions of Cheyenne and his famous arrow- 


NATIONAL ADVERTISING woman ° "a ‘ head design. Can be used with any one, or 


all three of the Cheyenne boots shown here 





Magazine advertising in full-color 7) TV SLIDES 


“ A wonderful way for you to capitalize on 
and black-and -white. Includes Par- 5 Phe the tremendous audience interest in this 


ents’ Magazine, The Western Horse- 4 = western television series. 
man and Today’s Health. Also, a -_ 7 - RADIO COPY 
nation-wide schedule of 700 news- es = i To help you say that your store is head- 


papers from coast-to-coast. , quarters for these handsome boots named 
. 4 after America’s number one western star 


—Cheyenne”! 











WINDOW DISPLAY SETS 


Colorful action-packed displays 
showing Clint Walker in some of 
his scenes from the exciting tele- 
vision series, “Cheyenne”. 


ACME BOOT COMPANY. INC. * CLARKSVILLE, TENNESSEE *§ WORLDS LARGEST BOOTMAKERS 
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CHEYENNE PICTURE IN EVERY BOX 


A much-wanted merchandising plus! Free auto- 
graphed picture of Cheyenne enclosed in every box! 






















THE CHEYENNE BOX 
On your shelf! On your counter! In your show win- 
dow! Acme’s colorful box, with the Cheyenne label, 
makes a real eye-catching, sales-compelling display! 













* 
‘ . 
# OFFICIAL WARNER BROS | 


CHEYENNE : 


CHEYENNE SOLE STAMP 


Youngsters want the real thing! Be sure to point 
out the branded Cheyenne sole stamp! 



















AUTHENTIC 
““CHEYENNE’”’ BOOTS 


A beautiful combination of smooth 
leather foot with a contrasting crushed 
Broadtail leather top. Outside leather 
“Dog-Ear” pull-straps with ‘‘Chey- 
enne’s”’ hammered silver arrowhead 
inlay design. 











CEP 
boys and girls 


Made over Acme’s custom toe with a medium 

pitched cowboy heel. Goodyear Welt construc- 

tion. Sizes 82 through 6. “B” and “D” widths 

COLORS: 

2930—Angus Black smooth foot with Black 
Broadtail top. Hammered silver arrow- 
head inlays. 


2934—Brown smooth foot with Brown Broad- 
tail top. Hammered silver arrowhead 
inlays. 


COST TO YOU 


8% thru 3— $4.75 
3% thru 6-$5.90 
























.. for the 
“littlest” 
Cheyennes 


Made with a medium toe and a low 

broad heel. Sizes 4 through 8. “D’’ 

width only. 

COLORS: 

1220—Angus Black smooth foot with 
Black Broadtail top. Ham- 


mered silver arrowhead 
inlays. 

1224—Brown smooth foot with 
Brown Broadtail top. Ham- 
mered silver arrowhead 
inlays. 


COST TO YOU: 


4 thru s-$3.00 













.. for boys and girls 


Made with a medium toe and low “Dogger’’ heel. Good- 
year Welt construction. Sizes 82 through 6. “B” and 
“D” widths. 


COLORS: 


2910—Angus Black smooth foot with Black Broad- 
tail top. Hammered silver arrowhead inlays. 


2924—Brown smooth foot with Brown Broadtail 
top. Hammered silver arrowhead inlays. 


COST TO YOU: 


8% thru 3-$4.75 3% thru 6— $5.90 












































Pattern patent applied for 
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Perk Up Sales with 


The Complete Plastic Boot Line! 


See the ALL NEW Puddlers Line by Plasti 
POPULAR PRICED SHOE SHOW 
MAY 4-8 


New Puddlers are better than ever! More durable . . . longer wearing .. . 
constructed of heavier, finest quality plastic . . . made by the Vorolite® process. 
Stock all styles! Plasti is a one-stop resource for plastic over-the-shoe footwear 
for the entire family! 


Be sure and see the new DELUXE line of Puddlers for women and children .. . 
lined with Fabricette. Plasti's own suede-like, inside flocking that makes plastic 
boots more comfortable . . . easier to put on! Only Puddlers feature this fabric- 
like lining on plastics! 


Two of the Styles in the ALL NEW Puddlers Line! 


WOMAN'S LO-CUBAN #L-350 CHILD'S COWBOY PULL-OVER +#P-33F 


Sturdy, pigmented plastic lined with Fabricette. Full Durable, pigmented plastic lined with Fabricette. 
sizes 4-9. Packed 12 to a case. Also available in Full sizes 6-3. Red, Brown, White. Packed 24 to a 
clear plastic, #L-944. case, sizes 6-12... 12 to a case sizes 13-3. 


BUY NOW... For Year ‘Round Bonus Business 


PLASTI PRODUCTS CORP. 
WINONA, MINN. 


Originators of Plastic Waterproof Footwear 
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f ies sid er eee ee 
} 
EBONY CALF 


soft glow for 
shoes on the go 


elegance for high-fashion shoes 


Can anything be blacker than Ebony — or better for new fashion trends? 


Dark as night, and as interesting, Ebony Calf complements new apparel styles — 
LEATHERS 


brings compliments to wearers. Sell it to men of all ages — and watch your : ; i 


shoe sales rise. / A. F. Gallun & Sons Corp., Tanners, Milwaukee, Wisconsin 
STANDARDS OF EXCELLENCE 


FeR £00 VEARS, A MNOS T TRUSTE SO NAME IN TANNING 

















COMPARE THE NYLON- 
STITCHED SHOE (left) with 
shoe stitched with natu- 
ral-fiber thread (right). 
These children’s shoes are 
typical of the 20 pairs 
worn by active youngsters 
during a four-month test. 
Notice that the abrasion- 
resistant nylon remained 
in excellent condition in 
toe stitching and heel lin- 
ing where ordinary 
thread failed (circled). 








Tests prove: 












































NYLON thread gives the 
longest-wearing seams 


You offer customers an extra reason 
for buying when you show them 
nylon stitching. Nylon is famous 
for its toughness—it dramatizes the 
high quality of your product. And 
with nylon, your customers are get- 
ting the extra strength, longer wear 
and neater appearance that keep 
them coming back. Besure the shoes 
you sell are stitched with tough, 
wear-resisting nylon thread. 


*“Dacron” is Du Pont’s registered trademark for its polyester fiber. 


SEND FOR FREE COPIES of litera- 
ture answering the question ‘‘How 
Important Is Thread in the Shoes 
You Sell?’”’ Give a copy to each of 
your salespeople. Address: E. I. 
du Pont de Nemours & Co. (Inc.), 
Room N-5518, Wilmington 98, Del- 
aware. Du Pont makes nylon and 
“Dacron’’; does not manufacture 
thread or shoes. 


strongest, 
in shoes! 



































































Thread of Du Pont “Dacron’”* polyester fiber is 
nearly as strong as nylon and has even greater 
resistance to acids commonly encountered in 
industry. That’s why threads of ‘“‘Dacron’”’ fiber 
are preferred in work shoes. 










REG. U.S. PAT. OFF 


BETTER THINGS FOR BETTER LIVING... THROUGH CHEMISTRY 


SEWING THREAD OF DUPONT FIBERS gives shoes neater, stronger seams... 
reduces returns...lasts longer...gives added sales advantages 
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The fastest-selling shoe from Maine 

to California .. . softest, lightest, 

most flexible and luxurious cushion- 

casual ever made! Another Danvers 

success, from the house that gives 

you Tomorrow’s Footwear .. . Today! 


DANVERS SHOE CO., INC. 


Manchester, New Hampshire 


See Danvers 
Doings-A- Foot 
AMERICA’S FINEST CASUALS AND SLIPPERS 
HOTEL NEW YORKER 
ROOM 603 


ALL STYLES ILLUSTRATED 
IN-STOCK NOW for IMMEDIATE DELIVERY 





LACONIANS give more 


for the money 
than 4 top brands 
selling for up to 2 bucks 


a pair more! - 


LACONIANS 

















You can sell QUALITY RUBBER FOOTWEAR 
at Popular Prices 


If you think that top quality in rubber foot- 
wear comes only with high prices, you’re in 
for a pleasant surprise ...Tyer’s current line 
of boots, gaiters and rubbers offers real 
quality at popular prices. And there’s room 
for attractive mark-ups on every style. For 
complete details send coupon below. 


WATERTITE STARLET 


—<— 
——— 


i eee 


SIMPLEX 


TYE R Kidler Comp 


ANDOVER. MASSE AC HU SET TS, Ux S.A, 


TYER RUBBER COMPANY, Footwear Division, Andover, Massachusetts 
Gentlemen: Please send me the latest Tyer Price Lists on Rubber, Canvas and Plastic Footwear. 


STREET 
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Wardrobe Promotion Spotty at Retail Level 





Survey Finds Rank-and-File Merchant Uninformed or Uncertain; 
The Result; Campaign Lacked Momentum to Bring Desired Gains 


PHILADELPHIA — Results of a 
15-city survey by BOOT AND SHOE 
RECORDER indicate the American 
Family Shoe Wardrobe promotion 
did not reach the shoe retailer or 
the consuming public with sufficient 
strength to produce evidence of di- 
rectly related sales gains or changes 
in shopper purchasing patterns. 

The promotion, sponsored by the 
National Shoe Institute and carried 
out from March 18 until Easter Sat- 
urday, April 5, was designed to in- 
crease the per capita consumption 
of shoes by stimulating public 
awareness of the wardrobe concept. 
However, the RECORDER survey, con- 
ducted Monday, March 31, at the 
height of the campaign revealed few 
evidences of increased sales. Too, 
the man at the fitting stool was often 
found uninformed of the Wardrobe 
promotion, or hazy regarding its ob- 
jectives and local tie-in potential. 

One of the most ambitious promo- 
tions mounted within the shoe in- 
dustry in many years, the Shoe 
Wardrobe was triggered by 13 pages 
of shoe advertising in Look Maga- 
zine. More than 250 newspapers co- 
operated by running shoe supple- 
ments. A contest offering the winner 
a free vacation anywhere in the U.S. 
was incorporated, and dealers were 
provided special promotional kits to 
follow up the national effort. Radio 
and TV stations were organized for 
a barrage of special programs. 

Some retailers were delighted. 
Their answers reflected the need 
within the industry—long acknowl- 
edged by most shoe men—for a more 
comprehensive and compelling ap- 
proach to the public. Norman Op- 
dahl, of Frederick and Nelson, Se- 
attle, said, “It was well done. The 
timing was good ... advertising of 
this kind helps to arouse more shoe 
interest.” 

But as is often the case—espe- 
cially in so ambitious an undertaking 
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—the heat and enthusiasm at the na- 
tional level generally failed to carry 
to the individual retailer or to the 
store or department manager in the 
hinterland. In some cases where 
both newspaper and radio-TV cov- 
erage had been adequate the retailer 
had not been informed and was in- 
troduced to the promotion by the 
media, like the public-at-large. 

Lee Svendson, manager of Kerr’s 
Department Store shoe section in 
Oklahoma City, said, “We learned 
about the promotion from the local 
newspaper and had to write the Na- 
tional Shoe Institute to find out what 
was going on.” Advertising man- 
ager of the Stone Shoe Company, at 
Cleveland, George Podiji!, said, ““No 
one was notified in advance. We 
would have been glad to participate 
but all our build-up material arrived 
at the same time as the ads appeared 
in Look.” 





St. Louis ‘Shoe Man of Year’ 
Receives New Edison Award 


David P. Wohl, founder of Woh! Shoe 
Company and nationally known philan- 
thropist, who was named "Shoe Man of 
the Year" in the St. Louis area and pre- 
sented with the new Mark A. Edison 
award at the 210 Associates dinner 
Apri! 9 in St. Louis. Winner was judged 
on his contribution to the shoe industry 
as well as to humanitarian and civic 
projects, it was ansounced. 








A recurrent comment by dealers 
was that the national advertising 
and the Wardrobe concept were fine, 
but the overall campaign was not or- 
ganized at the retail level. A buyer 
in a leading Denver department 
store said, “The Wardrobe idea is 
fine, but the promotion was no! 
planned far enough ahead and needed 
to be more specific.” 

Martin Shapiro of Shapiro’s Shoes, 
Philadelphia, said, “We cooperated 
completely with the campaign and 
attribute some of our store traffic 
to the national advertising. But we 
would like to see particular stores 
mentioned. There should be a 
stronger tie with the retailer so 
shoppers know who is working with 
the promotion.” 

Many shoe companies and retail- 
ers claimed better results for their 
own promotions. A Regal chain man- 
ager at St. Louis stated, “The Look 
ads probably did the nddidatey a ser- 
vice on national scale, but we did not 
participate; in fact, we’re having a 
Regal contest of our own soon.” 

Shoe men often were skeptical of 
the value of a “one shot” promotion 
such as the 13-page Look shoe sec- 
ticn. H. W. Russell, manager of a 
Thom McAn store at Miami, said, 
“We find that magazine ads run once 
don’t draw much comment. It takes 
six, eight, sometimes 10 months for 
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International to Close Plant 
Making Women’s Casuals 


ST. LOUIS — International Shoe 
Company announced it will shut 
down operations at its DeSoto, Mo., 
plant, employing some 300 persons, 
beginning about the middle of this 
month. 

The 51-year-old plant has turned 
out daily between 3,000 and 4,000 
pairs of women’s casual shoes, ac- 
cording to a company spokesman. 
The decision to close the plant, which 
has handled “overflow” orders from 
other plants, was made as an out- 
growth of current economic condi- 
tions and the declining popularity of 
the casual type shoe which the plant 
produced, the spokesman said. 





National Travelers Opposes Tax Decision 


Gathered in Los Angeles for first meeting away from headquarters are Executive 
Board members of the National Shoe Travelers Association. At head table: George 
Lawson, first vice-president; Richard D. Graffis, president; Ed J. Trench, managing 
director, and Paul Cook, treasurer. Left table: Ray Randall, past president, and 
Directors John Neff, Curtis John, Al Freidman, Milton Lewinter and Roy Miller. 
Right table: Directors Ernie Miller, Richard Duvall and Dave Klinesmith; Past 


President Ted Hinds; Directors 


LOS ANGELES—The Executive 
Board of the National Shoe Trav- 
Association has opposed a 

Department of Internal 
Revenue decision to withdraw tax- 
exempt status from certain trade 
fairs and markets. 

Meeting late last month at the 
Alexandria Hotel headquarters of 
the West Coast Shoe Travelers As- 
sociates, the board voted to con- 
tribute to a fund of the Bureau of 
Salesmen’s National Associations to 
contest the decision. 

The gathering was the board’s 
1958 Midyear Meeting and the first 
one to be held away from national 
headquarters in St. Paul, Minn. 
In accordance with a_ recently 
adopted policy, the group will rotate 
its midyear among the 
various affiliated associations. 

Presiding officer was the president 
of the National Association, Richard 
D. Graffis. Other national officers 
were also present. 

National directors from the as- 
sociated groups throughout the 
country were hosted by the West 
Shoe Travelers, with H. 
Pearse Newell as president. 

The tax-exemption issue was high 
on the agenda. In addition the 
mational directors agreed to conduct 
a poll of their membership, as re- 
quested by the Trade Relations Com- 
mittee of the National Shoe Manu- 
facturers Association, seeking in- 
formation of interest to both 
groups. A questionnaire was pre- 
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R. E. Schuster and Rudy Baum. 


pared which will be mailed shortly. 

The board also approved a 
3enevolent Plan to be offered to all 
NSTA members. 

The annual meeting and election 
of national officers will be held 
October 22 through 24 in the Hamil- 
ton Hotel, Chicago. There, conside- 
ration will be given to an invitation 
from the Pittsburgh affiliate to hold 
the 1959 Midyear Meeting in that 
city. The meeting, if it is held, will 
coincide with the Pittsburgh Cen- 
tennial. 


Tanning Firm Honors Cousy 
BOSTON —A natural calfskin 
basketball was presented to profes- 
sional basketball star Bob Cousy of 
the Boston Celtics by Harvey M. 
Kirstein, vice-president of the Irving 
Tanning Company of Boston. The 
company management cited Mr. 
Cousy for athletic achievement and 
“his humanitarian contribution.” 


Volunteers Build Warehouse 
To Help Shoe Plant Reopen 


LAKE MILLS, WIS.—A shoe plant here 
which closed last fall, throwing some 
120 persons out of work, is expected to 
resume production shortly with an as- 
sist feom townsfolk. 

When the Cary-Freeman Shoe Com- 
pany bought the business with intentions 
of reopening the plant, local citizens 
donated their labor to build a cement 
block warehouse addition. The added 
facilities are needed because the new 
firm will supply many outlets rather than 
a single retail store, as was the case in 
the past. 


William Reagan Dies, 
78 Years in Industry 


HOLLAND, MICH. — William C. 
Reagan, vice-president and director 
of Holland-Racine Shoes, Inc., and 
a veteran of 78 years in shoe manu- 
facturing, died March 23 at his 
home here after an extended illness. 
He was 93. 

Widely known as a pioneer in the 
industry, Mr. Reagan began his 
career in shoe making at the age of 
15 when he went to work in the 
early St. Louis shoe factories. In 
1881 he moved to New Orleans, 
gaining his first supervisory job as 
a lasting room foreman in women’s 
shoe factories there. 


WILLIAM C. REAGAN 


He returned to St. Louis in 1890 
as a foreman with Roberts-Johnson- 
Rand, where he remained in various 
supervisory capacities until 1910. 
That year he moved to Milwaukee 
as superintendent with F. P. Mayer 
Boot and Shoe Company. Six years 
later Mr. Reagan became superin- 
tendent of the Beaver Dam, Wis., 
factory of Weyenberg Shoe Manu- 
facturing Company, and in 1920 he 
joined Racine Shoe Manufacturing 
Company of Racine, Wis., as super- 
intendent. 

Mr. Reagan was a native of Ot- 
tumwa, Ia. 

He is survived by his widow, Mrs. 
Vera Reagan, of Holland; three 
sons, William, Jr., of Topeka, Kan.; 
George, of Herron, IIl., and Walter, 
superintendent of the Holland-Ra- 
cine factory in Holland; a daughter, 
Mrs. Walter LaTour, of Milwaukee, 
and a sister, Mrs. Laura Renshaw, 
of Topeka, as well as eight grand- 
children and four great-grandchil- 
dren. 
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BOSTON—“Restrained optimism” 
comes close to describing the feeling 
of buyers and exhibitors who par- 
ticipated in the Advance Fall Shoe 
Market Week held here during the 
first week of April by the New Eng- 
land Shoe and Leather Association. 
Buyer attendance was admittedly off 
but the large chains and southern 
wholesalers were well represented. 
Business placed ranged all the way 
from heavy sampling of fall styles to 
first buys for selling after Labor 
Day. 

The fly in the ointment, however, 
is that buyers hesitated to specify 
delivery earlier than July and early 
August. This places the manufactur- 
ers in the position of cutting at once 
and holding the merchandise for 
later shipment and billing, or de- 
pending on spring and summer re- 
orders to keep factories busy during 
the next seven or eight weeks. To 
date, these re-orders have not been 
satisfactory. 

Good business was booked by man- 
ufacturers of house slippers and by 
a number of companies making chil- 
dren’s shoes and women’s casuals and 
sport types. Dress shoes for women 
moved slowly if at all. 

Men’s shoe manufacturers de- 
scribed business as spotty although 
some reported the receipt of re- 
erders on spring and even summer 
shoes from parts of the country in 
which general business conditions 
are currently better than the nation- 
al average, and in which good weath- 
er has recently prevailed. A healthy 
demand for men’s lightweights in 





160 Lines to Be Displayed 
At St. Paul Fair, April 26-29 


ST. PAUL, MINN.—Some 650 
merchants from eight states are ex- 
pected to attend the semi-annual 
Shoe Fair of the Northwest Shoe 
Travelers, Inc., to be held in the 
Hotel St. Paul, here, April 26 to 29. 

About 160 lines of footwear will 
be on display. A banquet and dance 
will be held Monday evening, April 
28. There will also be a daily show- 
ing of McCall’s magazine’s colored 
film on shoe fitting. 

A five-day vacation at the Riviera 
Hotel, Las Vegas, Nev., including 
round-trip air transportation, will 
be awarded to a registered shoe re- 
tailer, show officials announced. 
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‘Restrained Optimism’ Prevails at Boston Fall Market 


the popular soft construction has 
been shown. 

Prices were unchanged for the 
most part from this time last year. 
There was, however, some downgrad- 
ing by buyers for large retail out- 
lets. Generally speaking, also, wo- 
men’s shoe manufacturers displayed 
a wider range of styles than had 
been expected, not only in colors but 
in patterns as well. 

In children’s lines, an innovation 
was suede leather oxfords with rub- 
ber soles made by the vulcanizing 
process. These were shown in white, 
charcoal grey and dirty buck up to 
size 3. Orders were placed in large 
quantities. The manufacturer re- 
ported that production was proceed- 
ing at a higher rate even than at 
this time last year, largely as a re- 
sult of the demand for this type. 

About the only effect of the wide- 
ly publicized recession has been to 
slow up payments, one trade observer 
commented. Thirty-day accounts 
have largely disappeared and 60 days 
is now being taken by the larger 
buyers. In addition, inventories are 
being held at a lower level, both 
wholesale and retail, than they were 
last year. 

Speaking of fail prospects, the ob- 
server said the only thing he could 
see was a slightly larger “if”: if 


business conditions do not worsen 
appreciably and if good weather, 
long overdue, helps swell the volume 
at retail. 

Another man pointed out that the 
recession, like conditions in the shoe 
industry, is spotty, being worse in 
those areas dependent on one indus- 
try and almost non-existent in those 
parts of the country in which indus- 
try is more widely diversified. 





NAM Publicist Will Speak 
At Seattle Fall Shoe Fair 

SEATTLE, WASH. — The Pacific 
Northwest Shoe Travelers’ Fall Shoe 
Fair, which will be held here Sun- 
day to Tuesday, May 11 to 13, will 
feature a talk by the area public re- 
lations representative of the Na- 
tional Association of Manufacturers, 
Orlo M. Brees. 

Mr. Brees will speak at the fair’s 
traditional Monday breakfast. On 
Tuesday evening a dinner-dance will 
be held at the Norselander Restau- 
rant, according to R. S. Bitzer, presi- 
dent of the Northwest group. 

Mr. Bitzer also announced a new 
arrangement for the location of lines 
at the fair. Most of the women’s 
lines will be displayed at the Olym- 
pic Hotel, and the men’s, children’s, 
slippers and accessories at the New 
Washington Hotel. Officials said the 
new plan was expected to prove more 
convenient. 





Exhibit Space Assigned for St. Louis Show 
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Display rooms for exhibitors at the St. Louis Shoe Show, April 27 to 30, have been 
assigned by the above Housing Committee. Chairman, not shown, is Joseph Gold- 
stein, of the Kalmon Shoe Manufacturing Company. Seated are, from left: Leo 
B. Hollander, Midwest Footwear, Inc.; Arthur H. Gale, secretary of the St. Louis 
Shoe Manufacturers Association, and Robert A. Black, Queen Quality Shoe Com- 
pany, co-chairman. Standing, from left: Jack W. Kenney, Winthrop Shoe Company; 
William Wolff, Wolff Shoe Manufacturing Company; Harry Bennigson, Hamilton 
Shoe Company, and Harold Deevers, Deevers Shoe Company. 
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Coast Shoe Group Seeks 


LOS ANGELES—Members of the 
West Coast Shoe Travelers Associ- 
ates recently saw their new officers 
installed and heard a progress re- 
port on a vigorous program aimed 
at solving a severe shortage of re- 
tail sales personnel. 

At a buffet luncheon in the Alex- 
andria Hotel, officers of the National 
Shoe Travelers Association officiated 
at the installation for their west 
coast affiliate. NSTA Managing Di- 
rector Edmund J. Trench admin- 
istered the oath to incoming WCSTA 
President Pearse Newell. 

At a general membership meeting 
held in connection with the luncheon, 
Past WCSTA Fresident Al Born- 
stein reported on the job training 
program he heads. The West Coast 
Shoe Travelers, in conjunction with 
the local Association of Shoe Manu- 
facturers and the Los Angeles Shoe 
Retailers Association, is seeking to 
appeal to young people and head 
them toward the shoe industry. 

Not content with vague plans, 
Mr. Bornstein’s group has on the 
presses some 30,000 copies of a bro- 
chure aimed at “selling” the indus- 
try to the youngsters. 

Mr. Bornstein reported that vo- 
cational classes to train the young 





Most Exhibitors Ever Due 
At Southwestern Shoe Fair 


DALLAS—Registration of exhib- 
itors for the forthcoming South- 
western Shoe Travelers Association 
Fall Shoe Fair, to be held at Dallas’ 
Adolphus, Baker, Southland and 
Statler-Hilton Hotels, May 11 to 14, 
is the largest on record, according 
to Paul B. Schroeder, association 
secretary-manager. 

“A Shoe and You” will be the 
title of Louie E. Throgmorton’s ad- 
dress at the breakfast meeting May 
12. Mr. Throgmorton is vice-presi- 
dent and director of public services 
for Republic National Life Insur- 
ance Company, Dallas. 

Mr. Schroeder said the usual pre- 
fair party and dinner will be held 
May 10 for members and affiliated 
members. Attendance at the May 
12 breakfast is expected to exceed 
last November’s total of 1,040. The 
fair’s traditional dinner dance will 
follow on Tuesday, May 13, with 
more than 1,000 attending. 


24 


salesmen are being set up at the 
Alexandria Hotel. A facsimile of a 
retail store will be installed in one 
of the rooms, with actual pairage on 
hand donated by manufacturers. 
Store salesmen and manufacturers’ 
representatives will donate their 
time as instructors, and “customers” 
will be recruited from welfare cases 
in the area. The latter will receive 
the shoes as a gift after being fitted. 


William Cunningham to Join 


Kirstein Leather Sales Staff 


BOSTON — William A. Cunning- 
ham, one of the best known leather 
men in the East, has resigned as 
sales manager of the Northwestern 
Leather Company here. After a brief 
vacation, on or about May 1 he will 
join the sales staff of the Kirstein 
Leather Company, which has head- 
quarters in Peabody, Mass. 

Mr. Cunningham has been asso- 
ciated with Northwestern since 1930 
except during World War II, when 
he was Upper Leather Consultant to 
the Quartermaster General. 


Young Salesmen Popular Price Show 


To Hear Ad Official 


NEW YORK—FE. B. Weiss, mer- 
chandising director of Doyle Dane 
Bernbach, Inc., major New York 
advertising agency, will speak at 
the semi-annual Industry-Breakfast 
Meeting of the Popular Price Shoe 
Show of America, Monday, May 5, in 
the Grand Ballroom of Hotel New 
Yorker. 

Maxwell Field and Edward Atkins. 
co-managers of the show, said Mr. 
Weiss is expected to discuss mer- 
chandising opportunities confront- 
ing the popular price shoe field. In 
addition to his talk, the breakfast 
program will include a fall-winter 
fashion analysis by industry leaders, 
with brief reports by the chairman 
of each of PPSSA’s five shoe style 
committees. Doris Weston and Helen 
Joseph, PPSSA fashion staff, will 
also appear. 

The New England Shoe and Leath- 
er Association and the National As- 
sociation of Shoe Chain Stores spon- 
sor and operate the show, slated for 
May 4 to 8. 





Wardrobe Campaign Spotty 


[CONTINUED FROM PAGE 21] 

a good response.” M. M. Nankin, of 
Miami, president of the Nankin Shoe 
Stores, a national chain, said, ‘‘Con- 
sistent national advertising will pro- 
duce results, but if you hit just now 
and then you won’t arouse a re- 
sponse.” 

The merchandising promotion 
manager of the Park-Brannock Com- 
pany, at Syracuse, N. Y., Harry J. 
Merdes, Jr., said, “Our compliments 
to all concerned. We are fully in ac- 
cord with the ideas and look forward 
to future Family Shoe Wardrobe 
promotions. The Wardrobe concept 
can become a nation-wide sales stim- 
ulator, but it must be publicized at 
regular intervals.” 

Philip Bayes of Solby-Bayes Wo- 
men’s Shoes had seen the ads in Look 
and local treatment in the Boston 
Herald, but he was certain “moderate 
or small advertisers don’t get results 
from this kind of splash. We need 
a repetitive program of advertising 
and promotion rather than the one- 
shot type.” 

Many retailers—-aware of the 
promotion and its aims—felt the 13- 
page Look ad section failed to com- 


at Retail Level: Survey 


municate the Shoe Wardrobe mes- 
sage. Seattle’s Harry Ash of Block’s 
Shoe Stores, Inc., a national chain, 
typified this group; “Just several 
ads together,” he said. ‘We haven’t 
had too much reaction to it.” 

But with its failures the Ameri- 
can Shoe Wardrobe promotion 
remains a bold and imaginative at- 
tempt to raise the per capita con- 
sumption of shoes. Roland Stroy- 
man, shoe merchandising manager 
at Gilchrist’s Department Store, 
Boston, said, “Our tie-in ad in the 
Boston Herald pulled very well. We 
need more such opportunities to tie- 
in with good editorial material.” 

In Seattle, George A. Gent, man- 
ager of a Florsheim Store, stated, 
“Wonderful idea. We had a ‘So 
Light’ tie-in in the window. The Look 
presentation had a wonderful re- 
sponse.” And, summing up the view 
expressed by many shoe men, the 
head of a large Northwest chain 
said, “Anything like the Wardrobe 
idea—carried out in a big way— 
helps the industry. A careful survey 
of the results should be taken to im- 
prove the effectiveness for another 
time.” 
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2. ADVERTISING Consider all three and you'll settle on Jarman 


3+ PRICE 


You'll settle on Jarman because Jarman 
is tops in each of those three all-important 
categories. And that is exactly why more 
and more American men are deciding on 
Jarman, too! Today’s shoe-buyer is pretty 
smart. More interested in style than ever, 
he also demands comfort, durability and 
The dealer who offers 
him this is riding a fast horse on the 
inside of the sales track! 

STYLING — Jarman is the acknowl- 


edged style leader in its price field 


reasonable price. 


con- 
sistently first with the latest and smartest 


JARMAN SHOE COMPANY, NASHVILLE, TENNESSEE 
DIVISION OF GENERAL SHOE CORPORATION 


patterns, consistently first with important 
new leathers and colors. 

ADVERTISING — Jarman is first with 
its national advertising — colorful, dra- 
matic, believable, high-readership adver- 
tising in such leading magazines as Post, 
True, Look and Esquire. Down through 
this 
instrumental in selling men on Jarman. 

PRICE 
sellers in the moderate price range in 
which half of all American men buy theit 
With Jarmans you go after the 


the years advertising has been 


Jarman shoes are the biggest 


shoes. 


big middle-income market, where you can 
sell many more units, enjoy a faster turn 
over, and earn more profits! 

So because of styling, advertising and 
length ind 
breadth of the land enjoy greater store 
traflic Write us for 


full details of how you can join the profit 


price, Jarman dealers the 


heavier sales. 


and 


making Jarman family. 
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best name in children’s shoes 


The Ideal Shoe Mfg. Co., Milwaukee, manufacturers of the 
CLASSMATE shoe, are pleased to announce an advertising 
program in LIFE magazine. 

An extended series of CLASSMATE advertisements 
over an indefinite period of years will commence with the 
August 25, 1958 LIFE edition. This CLASSMATE adver- 
tisement in LIFE, and all future CLASSMATE advertise- 
ments in LIFE, will cover not less than one-half pages. 

All CLASSMATE advertising in LIFE will be supported 
by complete and properly coordinated window and point-of- 
purchase LIFE tie-in material. 

CLASSMATE looks forward to joining hands with its 


dealers and the twenty-six million readers of LIFE. 


ADVERTISED IN $4.95 $5.95 $6.95 
THE 


(lassmate 


SHOE ~ 


Ideal Shoe Mtg. Co., Milwaukee 12 














the readers of 


_ R U im America’s largest-selling 


men’s true-adventure magazine will see this - the fourth ad in Moc-Abouts’ big 1958 


national advertising program - featuring a different ad every 4 weeks in 


America’s leading men’s magazines! 


Tie in and make the most of it in your own local area 
— Moc-Abouts supplies everything you need to help 
you tell your customers you have the shoes they 
saw advertised in their favorite magazine — all 
you have to do is to make sure you have the shoes 
on your shelves. The ad breaks May 18 — so for 
the complete story — see us at the 


P.P.S.S.A., Hotel New Yorker, Rooms 618-619, 


or the regional show in your MOC-ABOUTS’ 


area — or write, wire or call 





NATIONALLY ADVERTISED 
VOLUME-STYLED 


VOLUME-PRICED 
IN-STOCK CASUALS 


5.95 -8.95 
NASHUA FOOTWEAR CORP. Lawrence, Mass. 





So soft...so flexible...so comfortable 
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The cushioned insole materia/ 


Unusual flexibility is a hallmark of today’s best selling women’s shoes. And more and more 
they're being made with a magic new two-in-one material — Fibercork®— an insole and a cushion, 
both in one uniform material. Fibercork enhances the softness of any shoe construction, adds its 
own gentle resiliency. It’s a new material. made in a new way, with springy cork particles and 
soft felted fibers. Send for a sample. See for yourself how light. how flexible, how very resilient 
Fibercork really is. Armstrong Cork Company, 7704 Delaware Avenue, Lancaster, Pennsylvania. 








PEEK-A-BOOT E-X-P-A-N-D-S 
NATIONAL ADVERTISING 


fashion magazines 


In 22 leading 72 million women 


read by over 


OVER 400 MILLION TOTAL AUDIENCE IMPRESSIONS 


Art Linkletter’s ‘“‘House Party” 
“It Could Be You’’ with Bill Leyden 
“Truth or Consequences” with Bob Barker 
“The Price is Right’’ with Bill Cullen 


PEEK-A-BOOT 
WEATHER-ALL Boots for children and juniors 


Perfect protection at a perfectly amazing price 


PEEK-A-BOOT 


RAINBOOTS FOR WOMEN 


le and 
fashion tit 


ig 


* 100% nylon elastic loops 
* Stylish patterned uppers 
* Longer wearing by actual test 


* Sized for flattering fit 


—Full sizes 4-10 * 100% nylon elastic loops 


, Pe) - * Easy on and off...it’s a pullover 
\ Flat \ Cuban \ High 

é 544 - Clear 3 ) 596-Clear % 584 - Clear 

545 - Black > ( $97-Black JS 585 - Black 


is 
) Red, brown and white 
Full sizes 6-12 and 13-3 





PEEK-A- BOOT Rainboots retail from only $499 a pair 


Write, wire or phone your orders now 


gt EK-A. noot 1 


1600 So. Flower Street, Los Angeles 15, Calif. 
47 W. 34th Street, New York - 150 W. 63rd Street, Chicago - 186 Lincoln Street, Boston 


Be Sure To See 
Us At PPSSA 
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PLAYN-TOS.:.... 
CorecTred boot fea- 
turing the famous 
Thomas heel and 

inside 


special long 
counter in white or 
brown. 


BAREFOOT SAN- 


DON'T REST ON DAL ... for c-0-0-l 


summer wear with 
EASTER SALES | ee 
é S construc 


The rush may be over—you may tion, in brown, red 
need a rest—but we'll bet your and white. 
stock is depleted to the point 
where you could miss sales be- 
cause you're out of styles or sizes! 
Don’t rest until you’ve stocked 
and sized-up—be ready for easier 
sales with a name brand, qual- 
ity shoe for every customer. . . 
Edwards, The Shoe for 
*STEPPER Children! 
fashionable for first 
steps, in comfort- 


able white elk. 


MEA. <i45 @ Che 
strap with button 
and cut-out on 
vamp, in black pat- 
ent, white and blue 
leathers. 


THE SHOE FOR CHILDREN 
PHILADELPHIA 7, PA, 











Here's what the 
merchandising executives of the 
Endicott Johnson Corporation 
are saying about 
the amazing success of 
the Talon Shu-Lok fastener 


‘Wires eai ss 


CHARLES MURPHY, JR., 


Greatest shoe improvement in 
years! The Talon Shu-Lok fastener 
was designed for comfort, conve- 
nience and good healthy fit... sell- 
ing features that were designed 
for good healthy sales. Are you 
getting your share? 

















fastener 








Increased productivity and improved efficiency will bal- 
ance out the dollar an hour minimum pay, AFL-CIO says. 













































@ Be sure to turn over to the government money 
withheld from employes for income tax and 
social seeurity—or else. 


@ Here’s the timetable on possible tax cuts. But 


this is an election year and it may all end up 
in talk. 


| Baker Reporting from WASHINGTON 








* The AFL-CIO now claims that merchants and manufacturers will be better 

, off financially if they pay all employes not less than $1 per hour. And prices 
would not have to be raised one cent. How come? The union chiefs are 
telling Congress that the employes will be so grateful to be making at least 
$1 per hour that their greater sales efforts, increased productivity, and 
improved efficiency will more than offset the higher wage costs to the employer. 
But, says the AFL-CIO. suppose efficiency doesn’t improve. Say the em- 
ployers are compelled to pass on the higher costs to the consumer. The 
resulting price rises would force up the government’s Consumer Price Index 
by only one-half of one per cent. “This would be a very small price to pay,” 


the union heads tell Congress. 


@ You should make sure you turn over to the government promptly the money 
you withhold from your employes for income tax and social security purposes. 

Here’s why: A new law, signed recently by President Eisenhower, makes 
it a criminal offense in some cases to hold back these funds. Offenders may 
be subject to a $5,000 fine and a year in jail. 

Government tax agents say they plan to use the new law immediately to 
crack down on delinquent employers. 

The new law permits the government to order a delinquent employer to 
put future withholding funds in a special trust bank account, which only 
the government can touch. Failure to follow the order within two days makes 
an employer subject to the criminal penalties. The new law won’t affect some 
$300 million in delinquent withholding taxes now owed. 

Make sure you keep close track of these funds you withhold from your 
employes’ paychecks for the government—even though you may dislike acting 
as an unpaid tax collector for the government. Don’t be tempted to “borrow” 
) these funds to use as extra capital under any circumstances. 


* We'll soon know if the Congress and the White House are serious about 
cutting taxes this year. Right now, the political leaders are busy taking the 
pulse of the national economy. Before voting any tax cuts this year, they 
want to be sure the reductions are essential—and that there’s real demand 
for them. 

Way it looks now, a decision on whether or not to cut taxes will be made 
io] in late April. Here’s the timetable: At the White House, almost every 
member of President Eisenhower’s official staff now believes tax reduction is 
essential this year. But the staff hasn’t yet presented this view to Mr. Eisen- 
| hower. They know he'll demand the latest figures on industrial production, 
sales, and employment to substantiate the case for tax cuts. So they plan 
to wait for the early April figures on economic activity before going to the 
boss with their tax-cut plans. 

At the other end of Pennsylvania Avenue, the Congress is taking its Easter 

(OVER) 
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© SBA offers new incentives to banks that take 
part in making loans to small business firms. 
Fees for SBA participation reduced. 


Report from 


@ Forty-nine more businessmen signed up by gov- 


WASHIN GTON uaeaes tae a Harold P. Berk 





recess from April 3 until the 15th. During this period, every lawmaker worth 
his salt is traveling around in his own constituency as part of the annual 
spring mending of political fences. They are sounding out the voters—busi- 
nessmen, consumers, wage-earners—to learn how serious folks are about the 
need for tax reduction. If they sense that the voters are determined to have tax 
reduction this year, it’s a cinch they'll hurry back to Washington to get busy 
on the necessary legislation. 

Already, the loose talk of tax cuts is causing some damage to retail trade. 
Auto sales, for example, fell off sharply following demands of the automobile 
manufacturers for removal of the federal excise tax (10 per cent) on new 
passenger cars. And Detroit management is now telling Congress to either 
kill the 10 per cent excise or to publicly announce that it won’t be removed 
so as to clear up doubts in the minds of potential car buyers. 


‘ 


A growing list of both Democrats and Republicans plan to propose “some- 
thing for everybody” tax-cut bills, including across-the-board cuts in the rates 
applying to individual income, removal of the federal excises on freight, and 
removal or halving of the 10 per cent excise on new passenger automobiles. 

Warning: None of these proposals may ever become law this year, so don’t 
cross any tax bridges until you come to them. This is an election year, and 
the political winds tend to blow gustier than is usual. 


The government is offering new incentives to banks that participate with 
the Small Business Administration in making loans to small firms. 

The SBA, which co-operates with banks in lending funds to the nation’s 
smaller firms, on April 1 reduced its charges to banks for participation in 
loans to small businesses. These reduced fees apply not only to new loans but 
also to those already on the books. 

SBA has reduced by 50 per cent the participation fee charged by SBA 
on its share of deferred participation loans. And the agency also has approved 
a service fee for those banks servicing immediate participation loans. The 
fee amounts to one-half of one per cent on the unpaid principal balance of 
the government’s portion of the loan. 

The SBA participation charges to banks are on a sliding scale, depending 
upon the percentage of the loan SBA purchases. The new rates are: 

]. For an amount not in excess of 50 per cent of the loan, one-half of 
one per cent per annum on the portion of the loan which the SBA is obligated 
to purchase. 

2. For an amount in excess of 50 per cent of the loan, but not in excess 
of 75 per cent of the loan, three-fourths of one per cent per annum on the 
portion of the loan which the SBA is obligated to purchase. 

3. For an amount in excess of 75 per cent of the loan but not in excess 
of 90 per cent of the loan, one per cent on the portion of the loan which the 
SBA is obligated to purchase. 

The old charges were double the new rates. 


The U. S. Commerce Department has signed up 49 additional businessmen, 
including one footwear executive, to help run the government in time of 
national emergency. 

The latest footwear executive to join the government’s ranks of business- 

[CONTINUED ON PAGE 129] 
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mew york 


PALIZZIO 


PALIZZIO 


introduces its ingenious 
dressmaker touch in the 
newest Spring silhouette... 


done in fashion colours of 


HUBSCHMAN'’S CALF 
#3390 Benedictine, #507 Flight Blue, 


#376 Grenadine, #3366 Fern Green, 
and Black... by Palizzio, Inc., 
New York 3. 


E. Hubschman & Sons, Inc., Philadelphia 23 
Fashion Office: Empire State Building, New York 1 
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again for 


Lawrence Keena 
is tanned twice 


Hanover’s medium round toe brogue for business, #6013. In smooth tan, polished Lawrence Keena. 


Lawrence Keena means business for you in men’s business shoes. It’s tanned once for utmost 
wearability, then again for mellowness, smooth grain, and soft polish. The result — Lawrence 
Keena looks better . . . wears better . . . feels better — and it helps you sell men’s shoes. 

Other “tanned twice’ Lawrence leathers are FINA and MELGO. A. C. Lawrence Leather 
Co., a division of Swift & Company (Inc.), Peabody, Massachusetts. 


rOnCl?_ CON, ... the better part of better shoes 
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The Guild of Better Shoe Manufacturers’ 
opening of collections of fall styles. 
Showings in individual factory sample — 
rooms ..... _.....The week of April 21 

Accounting & Office Management Clin- 
ics, National Shoe Manufacturers As- 
sociation, Waldorf-Astoria Hotel, 

Now York ...<00c0-s-c000ec+ Ape 24-26 

Shoe Fair, Northwest Shoe Travelers, 

Inc., Hotel St. Paul, St. Paul, Minn. 
April 26-29 

St. Louis Shoe Show, St. Louis Shoe 
Manufacturers Association, Hotels 
Statler, Lennox, Sheraton - Jefferson 
and Park Plaza, St. Louis... .April 27-30 

Ohio Shoe Travelers Fall Showing, Ohio 
Shoe Travelers Club, Deshler Hilton 
Hotel, Columbus, O. ............May 4-6 

Annual Banquet, 210 Associates, Inc., 
Hotel Waldorf, New York City ....May 6 

Shoe Show, Southeastern Shoe Trav- 
elers, Henry Grady, Dinkler Plaza, 
Piedmont, and Peachtree Hotels, At- 
lanta ae : ....May 4-7 

Fall, Winter Popular Price Shoe Show 
of America, National Association of 
Shoe Chain Stores, Hotels New 
Yorker, Sheraton-McAlpin, and New 
York Trade Show Building . May 4-8 

Shoe Show, Pacific Northwest Shoe 
Travelers Association, New Washing- 
ton and Olympic Hotels, Seattle 

May 10-13 
Fall Shoe Show, Michigan Shoe Trav- 
elers Club, Statler and Tuller Hotels, 
Detroit siaie Fieve tiga a eee 
Michigan Annual Shoe Fair, Michigan 
Shoe Travelers Club and Michigan 
Shoe Retailers Association, Statler 
Hotel, Detroit ................May I1-i3 
Shoe Show, The Indiana Shoe Travelers’ 
Association, Hotel Severin, Indian- 
OMMTR sos etter ticoaas ...May 11-13 
Fall Shoe Fair, Southwestern Shoe Trav- 
elers Association, Adolphus, Baker, 
Southland and Statler-Hilton Hotels, 
Dallas, Tex. ..... .......May 11-14 
Fall Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City ..............May 18-19 
Fall Shoe Show, Pennsylvania Shoe 
Travelers Association, Hotel Penn 
Sheraton, Pittsburgh ...........May 18-20 
Heart of America Shoe Fair, Central 
States Shoe Travelers Association, 
Hotels Muehlebach and Phillips, 
Kansas City, Was: <5... 55... May 18-20 
Fall Shoe Market Week, West Coast 
Shoe Travelers Association, Hotels 
Alexandria and Biltmore and the 
Haas Building, Los Angeles... .May 18-21 
Fall Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
May 18-21 
Fall Shoe Market, Midwest Shoe Trav- 
elers Association, Hotel Morrison, 
Chicago venciae ou Oe: 25688 
Annual Meeting, American Leather 
Chemists Association, Swampscott, 
Mass. ; ..+....-May 25-28 
Denver Fall Shoe Show, Mountain States 
Shoe Travelers Assn., Albany Hotel, 
CO ae ea ees me 
Michigan Shoe Caravan, Michigan Shoe 
Travelers Club, Statler Hotel, Detroit 
July 13-15 
Annual Shoe Show, Baltimore Shoe Club 
and Associated Shoe Travelers of 
Baltimore, Lord Baltimore Hotel, 
BOIDVORO! 05. cncay ede csches. OG US18 


~ J 





Re owes needed a new line like theirs for 
months. Perfect styling, selection, mark- 
up ...I liked the shoes right from the first 
sample. But you know when they really 
got me to sign the order? Soon as they told 
me the leathers would come from Irving. 





IRVANA 

UNIQUE 

FEATHER LEATHER 
ONYX 

LUXTAN 

UNIGLOVE 





Irving Tanning Company 
134-140 Beach Street, Boston 11, Massachusetts 






KEEP THEM casual. .. KEEP THEM cool. ™ 


KEEP THEM 


a > 


NEW ASG US. STYLES FEATURE 
® 


KENDALL FOAM FAB* 
CUSHION INSOLES! 


“Pillow Process’ wrapped insole uti- 
lizes “FOAM FAB" combination of 3,” 


: . ao latex foam on tobacco cloth. “FOAM 
Smart styling and the incomparable cushioning of latex foam Falk” to comented t0 insale beord grter 


are combined in “Risqué” casuals by Brown Shoe Company. to wrapping operation. 
Featuring built-in sales appeals, these styles offer new 
foot comfort ... create repeat orders from satisfied customers. 


KENDALL “FOAM FAB”... a latex foam and fabric 

combination developed especially for insole and bottom filler 

applications ... provides superior insole cushioning in the 

“Risqué” line. “FOAM FAB” features accurate thin gauges, 

improved densities, new cost savings. And it can be ae 


used in any style or manufacturing process. KEN DALEL 


WRITE TODAY FOR DETAILS AND PRICES. eee 
Andrews-Alderfer Division 
*KENDALL **FOAM FAB" is manufactured under Patents 


2,628,654 and 2,649,391 and Patents Applied For. 1031 HOME AVENUE e AKRON 10, OHIO 


REPRESENTATIVES: BOSTON: Continental Textile Corp. NEW YORK CITY: Eastern Foam Fabric Co. CINCINNATI: M. Hale Company. 
NASHVILLE: Robert Porter. ST. LOUIS: Gerald D. Scott Sales Company. LOS ANGELES: Herman Schlobohm Foam Rubber & Plastics Co. 
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Sawer been hearing the myth that the 

Pdoesn't pay much attention to the soles when 

"they buy shoes — that they express no preference for 
leather or synthetic soles. 

The response to our advertising in PARENTS’ MAGAZINE 

indicates just the opposite! To get the FACTS, we've 

gone directly to the men behind the fitting stools. Their 

answers, from coast to coast, leave no doubt that their 

customers want QUALITY LEATHER SOLES. The replies 

are still being analyzed — but TWO FACTS stand out: 


FACT NO. 1- 87.8% say customers give careful consideration to the soles! 


Stores now featuring “SUPERSOLE” reported over 33% 
MORE customers giving MAXIMUM consideration than 
did stores not presently stocking shoes with this revo- 
lutionary new genuine leather sole! 


FACT NO. 2- 79.1% say more shoes with “SUPERSOLE” would INCREASE SALES! 


Reasons given include “customer preference”; “better 
wear”; “more comfortable”; “easier fitting”; “natural 
breathing”; ‘doesn’t stretch or creep”; “improved foot 
health”, etc. These men who KNOW say the demand 
for ALL-LEATHER shoes is greater than ever! They are 
convinced from their own experience that the EXTRA 
SELLING POINTS of trademarked “SUPERSOLE” mean 
INCREASED SALES and INCREASED PROFITS. 


IF YOU’RE A MANUFACTURER, we'll be glad to let you 
have ALL the FACTS given by these retailer-customers 
of yours that affect your own lines and promotion plans. 
Just ask for “FACTS”. We'll do the rest! 


EAC ey.” VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET - NEW YORK, N. Y. 


Mr. Retailer: “Thanks” for giving us the FACTS. Watch for the rest of the story! 
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UNIFORM QUALITY 
DOESN'T JUST HAPPEN 


AT JOHN R. EVANS & COMPANY 


Uniform color insurance 
for quality controlled Evans Leathers 














This is seasoning, the process which prepares 


each skin for first glazing, and is performed 


again between first and second glazings to 


assure uniform color and texture of the 


finished leathers. 


JOHN R. EVANS & COMPANY 
1857 - Camden, New Jersey - 1958 

The House of Uniform Quality Leathers 

A Member of the Kid Leather Guild 


FRITZ KOPEC is in charge of this important 
quality control process . . . can tell at a 
glance when a skin is properly seasoned and 


ready for the final glazing. 


COAST BALLET MANUFACTURING CO., 
of Hollywood, California, makes pleated ballet 
slippers for the finest stores in the country 

. and makes them of Evans Kid because 
“itis strictly a quality leather.’ This company 
has a reputation for quality to uphold, and 
that is why it relies upon the uniform quality 


of Evans Kid Leathers year after year. 





THE MAGIC WORD FOR STYLE? FIT e AND COMFORT 


peers 


een 
(je 
cnmemmaemmant! 


Kewalaterne 


by DESCO 


THOMAS TAYLOR & SONS 


Hudson, Massachusetts 


COPR. 1958 THOMAS TAYLOR & SONS 


TAYLOPLEAT is a versatile all- 
season SHUGOR that contributes 
style, fit and comfort to a wide 
range of fashionable footwear. 
REVELATIONS® by DESCO are 
outstanding examples of an ideal 
application of this popular fabric. 
Greatly increased facilities at the 
TAYLOR custom dye plant mean 
that TAYLOPLEAT is quickly 


available in any wanted color. 








FTAVLORED-1TO-F ET ® 
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LIGHTNESS AND WARMTH... 
TRIMMED NYLON WARM BOOTS 


oY 


e LIGHTWEIGHT e WARM 


¢ WEATHER-TITE amb ri age 


The two classic patterns — 
Cambridge Rubber Company, Cambridge, Mass. 


fashion crafted for volume sales. 


SEE THEM AT THE PPSSA « ROOMS 629, 630, 638 « HOTEL NEW YORKER 
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SPRING SANDAL SIZE-UP 


This is one size-up order you won't have to gamble on. You're as Y 
sure right now of having Sandal business as you are of having warm ‘ 
weather. They both go together and they're both closer than you think. ] 
Remember, when Sandal customers walk out your profit walks with them 4 
—and you never get the chance to make it up. So get your size-up ¥ 
order in today for sandals and you'll have the stock in time to pick ' 
up early sales. 7 
And, let's not forget to fill in those empty spaces on your shelves from ’ 
Easter selling. Children’s sales are every day. Check your Baby shoes, ‘ 
your oxfords and straps—in browns, blacks and reds . . . your spring and 
summer two-tones—all your basics . . . size-up today. Do not delay. 


¢ 


- 


“2° @ 
or Fe @eeeadce & 


/; Viste Eby Sow MODERN AGE 


GOODYEAR WELT COMPO-WELT GOODYEAR WELT 


2608: BROWN 
5936: BROWN 1236: RED 2609: WHITE 


7936: WHITE 1235: WHITE 2610: RED 


7 BLUE BtoD...3to6... $270 +» 6 to 8.. 
36: RED E.. &% 12... 


BtoE..6 to 8... $3.80 D5) AZ Ye WO 3) 53 


Bto E .. 8% to 12 .. $4.40 2611: BLUE 
E .. @¥2 1: 8%: 


cE .. O% te 12 .. 


Terms 5%—30 Days F.0.B., Reading, Pa. Write for our new Spring catalog. 


Curtis -Stephens:-Embry Co. 
READING, PA. Py ee 
FINE QUALITY CHILDREN'S SHOES SINCE 1882 é is 


x 


MODERN AGE? 


for every age and Official 
Girl Scout and 
Brownie Scout Shoes 


\ hag nM, Mi, “aben “il halal 


Pro tek tiv’ + «Extra Supportin Play: wear 


i ' 
t i] 
! ! 
the finest by Pro-tek-tiv | shoes by Pro-tek-tiv 
; 
j | 
{ 1 
1 


! 
1 
i 
| 
: ' 1 
children’s shoes ! 
1 
| 
! 








BREZNER SCORES AGAIN 
with a NEW FASHION CREATION! 







MELLOW-RICH 






TRADE— MARK 





This design available 
to shoe manufacturers 
Send for FREE sketch 








And you'll score, too, with luxurious Alto . . . a cinch to stimulate shoe styles, boost shoe 
sales. A full-grained, shrunken leather, drum-dyed through and through, Alto cuts cleanly, 
harmonizes beautifully with the important trend to Elegance in Fashion. For a whole 
symphony of sales, style with Alto. You'll find out why so many successful designers — 
LOOK TO BREZNER... FIRST IN FASHION-RIGHT LEATHER. 


Full range of wanted shades. Send for swatches ... TODAY! 








THE BREZNER DIVISION OF ALLIED KID COMPANY 


145 South Street, Boston 11, Massachusetts 







“Fashion Right" Leathers from our Tannery, Penacook, New Hampshire 







ST. LOUIS, MO. CINCINNATI, OHIO NEW YORK MIAMI, FLORIDA ORIENTAL EXPORT 
H. B. Avery Co. John A. Spille Co. Homer Bear Jack G. Mendelsohn leibmon & Cumming 
PHILADELPHIA, PA. MILWAUKEE, WIS. ROCHESTER, N.Y. LOS ANGELES, CALIF. San Francisco, Calif 
Schoenberg Leather Co. Harold |. Stewart Graham Bros. Sales Russ White Co. 
MONTREAL, QUE., CANADA Handbag Representatives: NEW YORK, N.Y 
Stockton & Sedgwick Chilewich Sons & Co.. 






Representatives in All the World's Leading Leather Markets 
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This boot has all the 
features most men want in | 
an outdoor boot... and more / 


New, exclusive non-skid “‘Ribbed"’ soles and heels. 





© Acme’s new, approved last for com- 
fortable, tireless wear. 


© Water and acid resistant, supple, 
full-grain retan uppers. 


®@ Firm, sweat-resistant Oak leather 
flexible insoles. 


@ Water and acid resistant leather 
Goodyear storm welting. 


@ Non-tarnishing brass eyelets and 
rawhide laces. 


© Folded leather top binding. 


@ Full gusset tongue of soft grain 
leather, sewed all the way to the top. 


@ Strong Nylon thread used in all 
fitting. 

@ Ankle conforming one-piece leather 
NATIONAL back-stay for extra support and extra 


MAGAZINE ADVERTISING strength. 
® Steel shanks. 


A full page in Field & Stream, Outdoor Life and ° ° 
Sports Afield kicks off a complete advertising © Both unlined and lined boots are 


schedule of 27 ads in 19£S! Sportsmen can't available in two striking colors—Indian 
miss the story! Brown and Natural Retan. 


@ Lined boots feature plump, full-grain 
redio copy end television slides to help you tell glove leather lining in both foot and 


‘em and sell ‘em on your store as headquarters top. 


Window and counter displays, newspaper mats, 


for the greatest outdoor boot value in America! 
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TO RETAIL AT 


ik 


COST TO YOU 
LINED BOOTS—$15.95; COST TO YOU— $9.60 





$8.35 

















Only the world's 
largest bootmakers 
could make this 
possible! 


eee 








ACME BOOT CO., Inc. (415° axeRs OF CowBOY BOOTS, WELLINGTONS, | 


; PARADE MAJORETTE BOOTS, ENGINEER BOOTS. | 
Clarksville, Tennessee 


April 15, 1958 


BRIGADE IS 


SPEEDING YOUR WAY! 


BRINGING YOU a sparkling new collection of fall 
fashions for women and children . . . new excitement 
in leathers and colors . .. new treatments in 

design and patterns . . . new profits for stores 

who feature VINER — the name to 

watch in fashion this season! 


VINER BROS., INC., Bangor, Maine 
Shoe Craftsmen Since 1905 





EN ROUTE 


Dick Hasey . Abe Scolnick 

. Had Albright . Arthur Pett 
Ben Barnett . Ed Sherman 
Ray Dumont . Ira Mack 

R. R. Forgette . Bill Sorensen 
Ned Anderson . C. E. Carpenter 
Bill Wood . Leo LeRoy 

. Don Ferritor . Fred Moncur 


17. Hymie Gotlieb 


ONO NE Ope 











WHISPER STEPS * GAY BOUQUETS * LUCERNES 


rue P.P.$.S.A. SHERATON-McALPIN 4:.i0°%00. 422 





retail at 


955 
and 


% : 

: 

+3 
yy 


5-EYELET BUCK 
#1268 Dirty Buck 


#1968 White Buck : YOUTHS’ SIZES 12 to 2; BOYS’ SIZES 2¥/2 to 6; and 
YOUNG MEN’S SIZES 6 to 12 — B, C and D widths 


For catalog or saleman’s call, write to: 


ROYAL CADET FOOTWEAR 


BOX 977, LOWELL, MASSACHUSETTS 
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leathers for 


weightless 


shoes 


AMALCO FASHION KIDSKINS 


HI-FI KI D— improved glace kid tannage. 
SOFTEE KI D—newly fashionable creased kid. 
MALTESE KI D—delicately boarded, demi-lustre. 


AMALCO KID SUEDES 
EVERKLEEN SUEDE —color-locked wonder suede. 
CHARMOOZ-~—classic fine nap suede. 

RUFFINI SUE DE—new fingerprint nap velours suede. 
LAMO OZ_reated back suede for unlined shoes. 


AMALGAMATED LEATHER COMPANIES INC. 


WILMINGTON 99, DELAWARE 
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There’s No Choice 
Better Than FIRST! 















MOTHERS 
— a , on CHILDREN 


A MATION WDE une 











» VALUE: strtE 
WORKMANSHIP 
< 


> 


AMERICAN JUNIORS FIRST CHOICE of Mothers and Children 


In an independent survey by First in VALUE 
Reuben Donnelley Company First in QUALITY 





First in STYLE 


Customers in your store are bound to prefer American Pt died a * 
Juniors just as they did by overwhelming majority in a " x™ ee 
nation-wide survey. Yes, American Juniors are F]RST * Lf a 
CHOICE for Easter Sales! * * 

* e * 
+ JSumors _» 
* 
AMERICAN JUNIORS SHOE COMPANY, INC. "Heenan n® "ES 





ONE ISLAND STREET, LAWRENCE, MASS. 


DIVISION CONSOLIDATED NATIONAL SHOE CORP. NEW YORK SALES OFFICE: MARBRIDGE BUILDING 
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MeCalls works — 





FOR THE SHOE INDUSTRY 


INDUSTRY HAILS 
McCALL's FILM 


“Received film. Showed film. Returned 
film. From the bottom of my heart, 
thanks. You would almost believe this 
story was done in our store .. .it so suited 
our selling situation and operation.” 


Jacques Gale, 
Shirley Shoes 


“We held our semi-annual Managers and 
Executives Meeting today, and from the 
reports I received it was one of the most 
successful meetings we have ever had. 
Much of this success I can attribute to 
your fine film, ‘Are You This Man?’” 


Lawrence A. Schoen, 
Vice President 
Wise Shoe Stores, Inc. 


“All who were privileged to view the film 
thought it was the finest thing they had 
ever seen of this nature. The entire indus- 
try should be grateful for this service 
that you are rendering.” 


Sidney L. Kline 
Lustig’s, Inc. 


From all over the U. S. and Canada, from Brazil, Panama, England, 
France, Germany—even Southern Rhodesia—wherever retailers put 
a premium on professional methods in selling shoes—McCall’s is re- 
ceiving enthusiastic thanks for its full-color training film, “Are You 
This Man?” (Typical comments, left.) 


Approximately 5,000 people saw the film at the National Shoe Fair 
in Chicago last fall. Since then, it’s been shown to the personnel of 
more than 1,000 retail stores. 


If you haven't yet seen it, you owe it to yourself to do so.* And if 
you have, we think you'll know what we mean when we say McCall’s 
works for the shoe industry. 


Retailers in general realize this—and in 1957 they placed more lines 
of local newspaper advertising tying-in with MeCall’s than with any 
other women’s service magazine. 


MecCall’s, the magazine of Togetherness, is ready to work for you. 


*Contact Robert Primm, at McCall's, 230 Park Avenue, N. Y. C., MU 6-4600 


“The picture taught our salespeople 
many, many ‘knacks’ we’ve tried for 
years to get them to use. It is the most 
impressive training film I’ve ever seen.” 
Sam Sullivan 
Sam Sullivan Shoes, Inc. 


“It is my candid opinion that this is the 

best sales promotion film that has yet 

been produced for the shoe industry.” 
Harry E. Fontius, Jr. 
Fontius Shoes 


“In my opinion, this was a great contri- 

bution to the shoe industry, and we are 

indebted to McCall’s for presenting it.” 
Merrill A. Watson, Exec. V.P., 
N.S.M.A., Inc. 


“The film made an excellent impression 
on all of our salespeople. 1 am certain 
their selling will improve because of it.” 


George B. Hess 
Hess Shoes 


McCall’s, the magazine of Togetherness... circulation now more than 5,300,000 
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CEMENT SHOES 


A number of welt shoe manufacturers are putting part of their output into men’s 


casual or dress cements. The shoes are light, flexible and meet today’s style trends. 


Safe, profitable production of these shoes in volume calls for a knowledge of styling, 
materials, machines and manufacturing details not usually found in a welt shoe factory. 


If you are interested, talk to United. Our machinery, our cements and our experience 
could save you time and money. 


SHOE MACHINERY CORPORATION 
Boston, Massachusetts 


April 15, 1958 





D! Scholls 


ARCH-LIFT 


NOW! A SANDAL WITH 
BUILT-IN ARCH SUPPORT 














Unique scientific design, choicest materials and master craftsman- 

ship... these are the reasons why here is truly the finest all-leather 

casual footwear available anywhere. Soles are specially shaped to 

correct orthopedic principles, allowing full toe-room, and are pre- 

molded to follow every contour of the foot in action. Insoles and 

outsoles are cut of choicest oak bends, specially tanned for long 

wear and flexibility. Heels are hand made and wedged under shanks 

for maximum foot support and proper balance. All stitching of 

strong silk, nylon and linen threads. The exclusive built-in 

metal arch supports relieve stress and strain, firmly ARCH SUPPORT 


support the foot with every step. 


$5.85 Wholesale. RETAIL $Q95 PAIR 


Men's sizes over 12, Women's over 10, add 55¢ wholesale, $1.00 retail. 
IN-STOCK FOR IMMEDIATE DELIVERY. 


NEW 1958 colors and sizes: 


(FULL SIZES ONLY) 


FOR WOMEN 
990 Natural; 991A Red...........46- Slim 4-13, Narrow 3-13, Wide 3-13 
992 Black; 993 White............... Slim 4-11, Narrow 3-11, Wide 6-15 


FOR MEN 
9808 Natural; 9818 Biack; 9828 Brown...... Narrow 6-15, Wide 6-15 


FOR CHILDREN 


CHILD'S: 975 Tan; 976 Red; 977 White. .Narrow, 7-12; Wide, 7-12. Ret. $6.95 
MISSES’: 995 Tan; 996 Red........... Narrow, 13-5; Wide, 13-5. Ret. $7.95 
oo a er Narrow, 2-6; Wide, 2-6. Ret. $8.95 








LONGITUDINAL 


















MADE OF 
SPECIAL 
METAL ALLOY 


The built-in, hidden arch support 
gives firm, comfortable “‘lift’’ to 
every step. 


CUPPED HEEL SEAT 


<r. 
Rie. EXTENDED 


Special heel provides extra sup- 
port under arch. Cup-shaped seat 
cradles heel. 





NATIONALLY ADVERTISED IN: 





The saturday Evening 





TIME 





JOURNAL 


eros 


THE SCHOLL MFG. CO., Inc. + 213 W. Schiller St.. Chicago ¢ 62 W. 14th St.. N.Y. © 3223 E. 46th St., Los Angeles 
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YOURS... 


FOR FREE! 


(FOR MEN’S RUBBERS, NOW) 


Thousands of retailers from coast-to-coast, 


who found the Tingley Display Rack 


for children’s rubbers a real sales builder, 


have asked for a similar silent 


salesman for Men’s Rubbers. Now it’s 


yours—for free, while they last. 


Just place your order with your Tingley 


Distributor for 60 pairs of Men’s Rubbers 


and 12 pairs of our sensational new 


Men’s Closure Boots—before August Ist— 


and this sales making, floor-display 


fixture is yours without cost. 


Extra Profits From Overshoes Can Be Yours Everyday 
Men will buy these unusual light, comfortable Tingley overshoes on sight 
if you place this free rack where they can see and feel them. Tingley 
Rubbers on display are a day in, day out profit maker. 
Remember — Only Four Sizes In A Style 
To Fit All Men’s Shoe Sizes 












Cost Retail List 


Pair Pair 
MEN’S HI-TOP WORK (1300) 
Black ne EG $3.60 
Neoprene Black 3.25 5.50 
MEN’S CLOGS (1000) 









Black $1.60 $2.69 

Brown 1.75 2.95 

Pure Gum 2.25 3.75 
MEN’S SANDALS (1100) 

Black $1.71 $2.85 

Brown : 1.87 3.10 

Pure Gum 2.35 3.95 
MEN’S STORM RUBBER (1200) 

OUGe os 0 $3.00 
MEN’S BOOT (1400) 

Oe 1 $5.49 
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Small (6-8) 


Small (6-8 


Small (6-8 


Small (6-8) 


Medium (8-912) 


Medium (8-91 


Medium (8-91/2 


Medium (8-91/2 


Prices slightly higher west of the Rockies 


TINGLEY RUBBER CORPORATION 


903 Ross Street Rahway, New Jersey 


Enter our order for TINGLEY MEN’S RUBBERS and BOOTS, as indicated below, with Free Display Fixture: 


Large (92-11) Ex. Large (11-13 


Ex. Large (11-13 


Large (912-11) 


Ex. Large (11-13 


Large (912-11 Ex. Large (11-13 




















ATTRACT 
MORE BUYERS 
GET MORE 


ACTION and ORDERS 


at the Popular Price Shoe Show—May 4-5 
by advertising in the two great issues of 


BOOT and SHOE RECORDER 


PPSSA DAILY 


SUNDAY, MAY 4—MONDAY, MAY 5 

















Here is the most important sales tool you can use 


abi BOOT and SHOE RECORDER to increase sales at the Popular Price Shoe Show 
DAILIES have always been the ~a line of communication between seller and 
outstanding selling mediums buyer that has no parallel. Each issue of Boot and 

at shoe shows. Take advantage Shoe Recorder PPSSA Daily will be packed with 


industry and show news, key events, all for top 


of their readerpower that on-the-spot reading by every buyer during the two 


gives you so much response. big selling days. Distributed to Hotels New Yorker, 
Sheraton McAlpin and the New York Trade Show 


Building for maximum buying traffic and action. 





(‘a / DEADLINE FOR ALL ADVERTISING COPY 
osin g MONDAY, APRIL 28 
Mail copy and cuts before April 28 to 
Ys f BOOT AND SHOE RECORDER PPSSA DAILY 
ate Chestnut and 56th Sts., Philadelphia 39, Pa. 
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important 
extra 
revenue for 
you in 


am 
made 
GOLF SHOES 


Taylor-Made Sam Snead 
golf shoes are bringing 
extra pairage sales to 
fine stores all over 
America. Shown here 
are just 2 of the 20 
in-stock styles for men 
and women. Write, wire 
or phone collect today 


for complete information. 


GOLF SHOE 
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Adapted from W. E. Hill 


There are two women in this picture. 
Which do YOU see? The ugly or the beautiful ? 


HOW WELL you look at the picture above determines what you 
see in it. A quick glance brings only one face into focus .. . 
perhaps the unpretty one. 
But a studied look suddenly brings another face into clearer view 
. a face more attractive. The studied look opened your eyes. 
The same principle applies to the formation of your viewpoint 
of a labor union. Ask yourself, for example, have I ever taken an 
honest, objective look at the Boot and Shoe Workers’ Union? 
Is my viewpoint distorted by a refusal to look beyond the 
label of this union, Am I missing the true picture by refusing 
to see such facts as: 


@ 68 continuous years of service to this industry. 
@ 60,000 members who respect the clean, democratic 
administration of their union. 


Fifth in a series by 


THE BOOT AND SHOE WORKERS’ UNION, AFL-CIO 


Boston, Mass. 


John J. Mara, President 


@ Nearly 70 years of unstained record in its fair deal- 
ings with members and management alike. 

@ Scores of good contracts with shoe manufacturers 
... some continuous for 35 to 50 years. 

@ Conscientious cooperation with its industry, pro- 
motion of its industry and interest in its industry. 


Yes, what you see in any picture is a matter of how well you 

look at it. An honest appraisal of the Boot and Shoe Workers’ 

Union reveals what was always there to be seen by a fair look: 
A respected, fair-dealing, constructive and progressive labor 
organization. Its long, proud record is a credit to its 
members and to labor-management relations in the shoe 
industry. 


246 Summer Street e 
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PROTECTS AND PRESERVES 
wm, ALL TYPES OF FOOTWEAR... 
wea om ee §68=9 LEATHER, CANVAS, SUEDE 


SHOE SAVER 


THE DOW CORNING SILICONE 
LEATHER PRESERVATIVE 
AND WATER REPELLENT 







nn 



























Water simply rolls off shoes protected with 


SHOE SAVER... so, feet stay dry and 


WV comfortable. Excellent protection for practically 
all types of footwear ... leather and suede dress 
shoes, work shoes, hunting boots, ice skates, 
ski boots, golf shoes, stadium boots ... you 

12 OZ. CAN name them. Now available in both 4 oz. bottle 


and a new family size 12 oz. can, SHOE SAVER 
is loaded with consumer appeal! 


SHOE SAVER keeps shoes soft and flexible, 
new looking longer . . . water-borne stains wipe 
off easily. Even guards leather against harsh 
salts used to melt ice and snow. Prevents the 
“boardy” feeling leather gets after repeated 
wetting and drying. Made with Dow Corning 
Silicones, SHOE SAVER keeps water out while 
permitting ventilation vital to 
foot comfort. Handy dauber cap 
makes SHOE SAVER easy to 
apply over the entire shoe... 


soles, stitching, and all. 


RETAIL $1.95 


4 OZ. BOTTLE 
RETAIL $1.00 


COUNTER DISPLAYS 
THAT REALLY SELL 
FOR YOU 


Attractive counter display car- 
ton puts one dozen 4 oz. bottles 
of SHOE SAVER right before , § 
your customer’s eyes. Eye-catch- 
ing display card for 12 oz. 
family size can of SHOE 
SAVER helps dealers to even 
bigger profits. 


* 
- 





nationally 
advertised! 


Timely SHOE SAVER advertising foe 
in these great national magazines 


pre-sells your customers. Order 
SHOE SAVER from your findings 
distributor now! 









Dow Corning 


CORPORATION 
MIDLAND. MICHIGAN 
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_ ANNUAL VOLUME’? ~ 





— @ 


IF a store handled nothing but Heydays ... IF it only 
bought one pair of each size of each shoe now in Heydays’ 
stock department and had a three times turnover, 
typical of Heydays, the above would be its annual volume. 


PROFITS? 


At $13.95, our advertised price, the mark-up would be 
47.9% ($79,296.50) in addition to another 

$1,720.62 cash discount. If half the shoes were 
made up - - discount would climb to $3,011.09. 


Know of another deal this good ? —" 
,000 


While we have 22 patterns stocked 47 ways 12 fall 





today, we are making shoes on 


77 patterns currently - - almost 300 ways. on / Ui 


HEYDAYS is guite an outfit ! 





The Shoe that Fits and Feels Better 





TOUR 
Stocked now in 
, i Black and 

ey a et Tampa Brown 
Ostrich Calf 





HEYDAYS SHOES INC. © 2032 LOCUST STREET © SAINT LOUIS, MISSOURI 
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Voice of the ‘Trade 





Suggestions on how local merchants 
can combat the competition of shop- 
ping centers and discount houses were 
made by DONALD K. BECKLEY, 
professor of retailing at the Simmons 
College Prince School of Retailing. He 
was principal speaker at the meeting 
of the Retail Division of the Beverly 
(Mass.) Chamber of Commerce and 
said: 

“By banding together and displaying 








unity and confidence; surveying the 
city to determine what additional 
types of stores are needed and bring- 
ing new merchants to the community 
to eliminate the problem of vacant 
stores . .. a true community shopping 
center can be achieved. This would 
permit shoppers to make all their pur- 
chases conveniently—without having 
to journey to outlying shopping cen- 
ters.” 

Regular type store operators must 
recognize the fact, the Simmons re- 
tailing specialist and author stated, 
that discount houses “are probably 
around to stay.” He also added that 
the specialty or department store 
ewner should also consider “dollar 
mark-up” as against the long-prac- 
ticed “percentage mark-up” on prod- 
ucts with which he seeks to compete 
with discount houses. 


* * * 


“The trend toward western wear in 
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boots and shoes is definitely on the 
says JACK HARRELL, 
general sales manager of Justin Boot 
Company of Fort Worth, Texas. He 
continues: “Not only in the west but 
in all parts of the country. 

“What’s the reason? We can thank 
television! All those western shows, 
that so many criticize but which mil- 


2 ” 
upswing, 


lions view, have been the biggest boon 
to the western footwear industry in 
our history. Adults as well as chil- 
dren want to try the comfort, the 
color and the flair offered in boots. 
This is the time for retailers to tie in 
with the popular western television 
shows and promote western footwear 
to the greatest degree.” 

* * * 
¢ “Fashion signifies change or new- 
ness and as such it is not automatic 
but must be sold,” says NORMAN 
CIVIC of Oppenheim Collins in New 
York. “Selling fashion is one of the 
most exciting and stimulating types 
of selling known today. It is complex 
in every aspect but it is one of the 
greatest reasons why many people find 
retailing fun. 
“Selling fashion is not accomplished 
at one particular phase of the retail 
operation. It involves the entire opera- 
tion beginning with the initial pur- 
chase and continuing even after the 
customer leaves the store. 
“The first sell 


fashion occurs in the manufacturer’s 


buyer’s chance to 
showroom. In addition to the actual 
purchase, the most important con- 
tribution the buyer can make at this 
time is his personal enthusiasm for 
the selected fashion. There is nothing 
more welcome to a manufacturer 
than real enthusiasm by the buyer. 


Along with enthusiasm must be an 


open mind. 


BOOT anv SHOE 
RECORDER 





the 


and 


Fashion implies change 
buyer must be ready to accept it. He 
must not let personal prejudices stand 
in the way of promoting new fashions. 
Some of the most revolutionary fash- 
ion changes at first were really shock- 
ing but turned out to be must suc- 
cessful fashion trends. 

“He must recognize his responsibility 
to dramatically and faithfully present 
fashion newness to the customer, who, 
in the final analysis, is the only one 
allowed to determine the success 01 
failure of the new trend. 

“Selling the new fashion to his staff 
is the buyer’s next step. The personal 
enthusiasm of the buyer must be 
transmitted to all who will handle or 
sell the merchandise. He must get his 
staff as excited about the fashion as 
possible so that they, in turn, will sell 
with like 


laughter. It is contagious and can be 


conviction. Enthusiasm is 


a real plus factor in fashion selling. 





To this ingredient, the buyer must 
add education concerning the selling 
features. This is best accomplished 
by having regular weekly meetings 
with the staff.” 

% * * 
B. EARL PUCKETT, 


Allied Stores Corporation, says: “The 


chairman of 


effects of a depressed consumer psy- 
chology and some rise in unemploy- 
ment negated the hoped-for buoyancy 
of the the latter 
months of 1957. It is perhaps reason- 


retail market in 
able to expect that these factors will 
continue to be felt throughout much 
of the first half of 1958.” 








“We all know that today the long, 
narrow, tapered look is the ‘beautiful 
look,’ says S. KUSHNER of Syd 
Kushner Shoe Shop in Philadelphia. 
“However, the customer who has a 
wide foot and must wear C, D and E 
widths is often happy enough to be 
able to find good-looking shoes that 
have other features of smartness and 
that express current style. 

“Don’t think that women who wear 
wide widths will be satisfied with just 
a cover for their feet. They want 
their share of style all seasons of the 
year. 

“It would help a great deal if more 
manufacturers would think of these 
customers and create styles that could 
give the illusion of the pointed toe. 
“Our specialty is providing the wide 
foot customer with as fashionable and 
as comfortable a shoe as_ possible. 
Where a woman wears an average size 
and width, she may settle for a little 
less shoe comfort and a little more 
shoe fashion and high style. But the 
customer with the wide foot is very 
conscious of her foot comfort, and 
cannot afford to deviate for style. 
“We think that potential customers 
for shoes do have the money. What 
we retailers need to do is to continue 
to encourage buying through consis- 
tent, strong promotions.” 


* * * 


The next decade will bring 10-million- 
a-year auto production. Housing 
starts will be normal at 1,500.000. 
Farm output will be greater to feed 
the fast-increasing world population. 
Every business index will reach new 
highs. These are the encouraging 
signposts emphasized by the NA- 
TIONAL ASSOCIATION OF CREDIT 
MEN. They indicate: “The long range 
future of this country is so fantastic 
that even some of the wildest forecasts 
of the optimists may fall short of a 
true appraisal. . . . The courageous 
businessman today will start planning 
for plant and equipment improve- 
ment, and if possessed of capital or 
ability to finance it, will start build- 
ing now—just as the pioneering busi- 
nessmen of the past erected new plants 
and installed modern equipment in 
adjustment periods, and so were pre- 
pared when business resumed the for- 
ward march.” 
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Profile .... 


by ESTELLE G. ANDERSON 











ACTICAL foresight, strategic planning and follow through . . . these 

are important contributing factors to any successful operation. In 

the case of Ernest Dornbush, buyer of women’s shoes for Gimbels, 
New York, he gets double rating. His basic training came through an 
independent retail venture, selling on the road and an executive training 
program at Abraham & Straus in Brooklyn. He learned his aerial Com- 
mando tactics as a pilot in the Air Corps. 

Put them all together and you get a young man . . . 36 years old... 
with a keen perception and a comprehensive approach to any job he 
undertakes. 

First . . . a bird’s eye review of his military career. He joined the 
American Air Force in 1942. After receiving his commission and his wings, 
he was sent to the C. B. I. (for those who may have forgotten the war 
alphabet—China, Burma, India) theater of war. He spent fourteen months 
overseas and saw plenty of action. Flew ninety missions as a pilot of a 
fighter plane in the First Air Commando Group. That was the famous group 
that was formed to give air support to General Wingate’s army at the 
beginning of the campaign against the Japanese in Burma. The group 
served as a model for American airmen in the syndicated comic strip . . . 
“Terry and the Pilots,” created by Milton Caniff. 

He got out of the service in 1945. Instead of going back to New York 
University to pick up his studies where he had left them to join the Air 
Corps, he decided to go to Hofstra College in Long Island . . . where he 
completed a business administration course. 

That brings us right up to 1947, when he went to Abraham & Straus in 
Brooklyn. He spent several years in their executive training program. When 
he left A. & S., it was to join S. Augstein & Company of New York .. . 
traveling through the midwest and selling their Sacony textiles. But his 
heart wasn’t in it. No doubt about it . . . the association at A. & S. had 
gone deep . . . deeper than just learning and training. 

So ... he went back to A. & S. in their Hempstead branch store. First, 


[CONTINUED ON PAGE 127] 
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This three-eyelet raglan blucher tastefully styled 
in gray-silver nylon and black leather is a powerful 
inducement to seasonality in black. The wing tip, 
highlighted by very discreet stitching and _per- 
foration, sweeps back gracefully. 

The nylon apron and circular seam carry the 
eye to the throat where the top eyelet—slightly 


offset—combines with the highly stylized lace stay 
to add a smart and rakish note. The lace stay tab 


is deftly integrated in the overall design. Finely 


wheeled welts and trim edges complete the picture 


of a shoe bound to arouse the interest of the male 
customer. 


For further information write Boot anD SHor RECORDER 
a 





Whats In A 


And How 


E’VE already discussed outersoles, innersoles 
and welting—all belonging to the bottom por- 


tion of the shoe. But there are several other 


important shoe bottom components: felt and cork 


fillers, foam rubber, platforms (the socklining, also a 
“bottom” component, will be discussed later under 
“Linings’’). 

These additional bottom components are important 
because they play an influential role in the wear, fit. 
comfort and appearance of the shoe. Yet they rarely 
play a part in retail shoe selling, and are almost neve: 
brought to the consumer’s attention—even though 
their features have potential interest for the consumer. 

So let’s take an inside look at these “other shoe 
bottom components” and see how they contribute to 


shoe performance and value. 
The Midsole 

The midsole or “middle” sole is simply a piece of 
leather or other material placed between the outersole 
and innersole in some types of shoe constructions. 
Basically, it’s an extra sole to add body and thickness 
to the shoe bottom. 

For example, the midsole is seen on a three-sole 
children’s stitchdown shoe. It will be seen on a men’s 
heavy workboot of either stitchdown or Goodyear welt 
process; or on a heavy sport or outdoor boot. Pur- 
pose of the midsole is to give the shoe a strong, rugged 
appearance, as well as to contribute to extra strength 
and wear. 

The midsole may also play a role in style. For 
example, the “bold look” in men’s and boys’ shoes of 
several years back required a thick, heavy sole. This 
was achieved by adding a midsole. 

Usually, when a midsole is used the shoe carries 
more toe spring; that is, a more pronounced rocker 
effect along the sole. This reduces the amount of bend- 
ing or flexing across the ball of the foot or shoe in 
walking: for the thicker sole (outer sole and midsole 
combined) is naturally somewhat more rigid than a 
single sole. 

Most midsoles are made of leather — particularly 
where the outersole is of leather. Usually the “leather” 
is compressed scrap leather or leather fiber, though in 
finished form it looks like a regular cut-out piece of 
sole leather. Other midsoling materials are also used, 
used as cellulose or wood fiber; or rubber or a syn- 
thetic compound. 


Shoe 





To Sell It 


by WILLIAM A. ROSSI, Field Editor 


Nagy 


Y aS fh 


“Creep” of bottom filler creates saucer-like cavity, caus- 
ing fall of metatarsal arch. 

















Generally, the aim is to “match” the midsole material 
with the outsole would 
carry a leather or leather fiber midsole. A rubber or 


(nuclear ) 


outsole material. A leather 


synthetic outersole would have a similar 
midsoling material. Reason for this is that materials 
of similar properties will wear alike. For example, an 
outersole will change shape with wear—will contract 
or expand or shrink, etc. as a result of direct contact 
with various elements (moisture, acids, heat, abrasion, 
cold, etc.) If the midsole is of one material, and the 
outersole of another family of materials, the changes 
with wear will be different. The end result could be 


some shoe distortion. For instance, a rubber midsole 


Cork compound bottom filler being applied to Goodyear 
welt shoe to fill in cavity between insole and outsole. 
It is spread like butter. Courtesy Armstrong Cork Co. 
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Bottom Components 


A number of shoe bottom components play an important part in the wear, fit, com- 


fort and appearance of a shoe. They have high interest value for the customer. 


Insole : 
Filler-——Z 
Outsole 





Longitudinal view, showing ill effect of “creep” of bot- 
tom filler. Filler forces toes up and ball down, resulting 
in depressed metatarsal arch. 


might stay the same dimension, while the leather outer- 
sole contracted a bit. You’d then have the midsole 
edge overlapping the outersole. 

Usually, the quality of the midsole material is below 
the grade of the outersole material. That’s because it 
isn't as directly subjected to abrasion and other wear 
factors. Nevertheless, there’s a minimum quality level 
to which the midsole can or should be reduced, for 
the midsole serves important functional purposes. 

What are the essential properties of a good midsole? 
It must be amply flexible to contribute as much as 
possible to the shoe’s over-all flexibility. It must have 
“dimensional stability,” which means the ‘ability to 
hold its shape with wear. It must be able to hold stitches 
firmly, such as in a stitchdown shoe. It must be rea- 
sonably water-resistant—at least in similar degree to 
the outersole. 

What 


performance? First, increased wear value—particularly 


does the midsole contribute to the shoe’s 


where the shoe is subjected to rugged wear conditions. 
Second, bottom stability; that is, by adding “body” to 


the shoe there’s a firmer base and a more “secure” 


Foam rubber on shoe bottom. This is a wrapped foam 
rubber insole over an Italian construction. Risque shoe. 


Photo courtesy Andrews Alderfer Div. of Kendall Co. 
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5 Metatarsal —> 
bones of the 
Metatarsal Arch 





“Outsole 


With bottom filler of shoes intact, metatarsal bones (and 
arch) remain on normal flat plane. 


shoe. Third, comfort is added, particularly when walk- 
ing or working on hard pavement or rugged terrain. 
Fourth, it contributes to a drier shoe because the mid- 


sole increases the shoe’s water resistance. 


Cork and Felt 


Cork and felt are used in many shoes. 


They con- 
tribute importantly to the proper “engineering” of the 
shoe. as well as to its performance. The primary use 
of both these materials is as a “filler” in the shoe—to 
fill the cavity between insole and outsole at the fore- 


part or ball area. [CONTINUED ON PAGE 120] 


Example of new application of felt to shoe bottom, Felt 
is combined with boarded insole material for use in 
modern flexible women’s shoes. 














RICHNESS OF TE¥TURE... endorsed by the Paris 
Couture ...is rapidly gathing momentum. KING KID with its 
softened texture, formal or asual, heightens the discreet surface look. 


William AMER Company 


PHILADELPHIA 23 
Member kid Leather Guild 


Reproductions of textures slightly magnified 
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Daytime 
Elegance... 


New fashion entrants for fall 1958—a season of 
beautiful, restrained styling and yours to promote 
for graceful, slender outlines, fine detailing, soft 
light constructions and leathers and more em- 
phasis on colors, higher fronts and lowered heels. 
Uncluttered but varied in silhouette, these shoes 


are perfect accompaniments to the new clothes. A Sophie Originals coat, exclusive with 


Saks Fifth Avenue. Photo courtesy of 
Saks Fifth Avenue Publicity-Fashion De- 
partment, 





The story of fall shoe fashions is an extra good one this 
year. Women’s style manufacturers have hit their stride 
and the lines show interesting and attractive interpreta- 
tions of leading trends. Soft constructions, often with 
hidden supporting materials, are almost universally 
used. Hardly a toe—in style lines not one—that is not 
finely tapered. Squared-off tips are still the exception 
but it is obvious that they are slowly coming in. There 
are many more “lowered” heels, from 19/8 right down 
to 14/8 or 12/8. Stacked leather heels are more and 
more popular. Where an extremely light shoe is wanted, 
the heel covering simulates a genuine stacked leather 
heel. Often curved, these heels look as light and graceful 
as the standard covered heel. 


by ELEANOR M. RUTTY 
Drawings by ELLY NORDEN 


Top to bottom and right to left: Asymmetric high tongue 
pump, a Flights by Dalsan; two-textured, low instep 
strap, Natural Bridge; two-eyelet tie, suede with faille, 
Cellini; suede T-strap, rhinestone buckle, a Geppettos 
by Dori; asymmetric spectator, a Fiancées by Clark. 





——_J i 














DAYTIME 


Top to bottom: Instep strap in elegant 
leather, Coccini; pump with folded 
buckle-down tongue, Valentines; unlined, 
two-way nap suede pump, matching calf 
mudguard, extension sole, stacked heel, 
Mainstreeters; looped tie, glacé calf, 
12/8 stacked leather heel, Foot Flairs; 
elegant four-eyelet tie, combining suede 
and smooth leathers, Ted Saval. 


A trend to rising front lines is now well-established. 
These are not the solid, really high fronts that we have 
had at times. The higher look today comes either from 
a peaked tongue or some kind of strap, carrying the 
line higher up the foot to the instep. You will see both 
these treatments illustrated here. This trend started 
before the very short skirts came in from Paris but they 
are just the right answer to the need for a shoe sil- 
houette that will break the very long line from hemline 
to toe tip. The lowered heels also help in giving a better 
balance to a woman who is wearing very short skirts. 

Another trend to note, and promote, is to a lighter, 
more open look to the shoes for fall 1958. In the 


shoes shown here, you will see how light and open all 





ELEGANCE 


Top to bottom: Unlined calf ghillie, two- 
way nap suede tip, 18/8 heel, British 
Walkers; “Can Can,” instep strap, 14/8 
“flared chemise” heel, a “heelet” by 
Joyce; instep strap, suede vamp, match- 
ing calf quarter, 12/8 stacked heel, Sand- 
ler of Boston; very flexible pump, satin- 
lined, one-piece sock lining permanent 
metal and plastic heel lift, Mannequins. 


the strap patterns look. One even has an open back. 


The many delicate perforations used in the more tailored 





types also give a certain look of openness, even though 
they usually have an underlay. And this brings up the 
delicate detailing to be found everywhere. Tiny per- 
forations, in delicate designs; narrow straps; tiny bows, 
small buttons and buckles—these all are typical of the 
new daytime shoes. 

There are marked trends in leathers, too, in the fall 
lines. The two-way napped leathers are very much liked. 
So are the finely textured leathers. And very smooth, 
sleek surfaces are also important; three differing kinds 
but all in keeping with the trend to fine, elegant, lady- 


like shoes. 


These fashion drawings represent 


\ “ 

[ a the high style thinking of the Paris 

a + ‘ fh, Couture for the current spring season. 

By ? 4 They illustrate trends and influences 

wg \ that will carry over into our fall 

ready-to-wear lines. 
———s eaenatl 
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RIPPLE® Sole is the registered 
trademark of the RIPPLE SOLE 
CORPORATION and may 

be applied only to its products, 
not to other ridged, 

ribbed, dimpled, wavy and 
corrugated soles. 


*TM — RIPPLE SOLE CORP. 


...iS an accepted trademark registered in the United States Patent 
Office ... and may be used ONLY to identify genuine RIPPLE® Sole: 














"THE SHOE THAT WALKS FOR YOU” 


ACCEPTED WIDELY — 
By VV Consumers 
V Shoe Retailers 
VV Shoe Manufacturers 
ADVERTISED EXTENSIVELY — 
To VV Consumer 
V Shoe Trade 
AND — COVERED BY — 


V/ U. S. Patent #2710461 
VU. S. Patent pending 
\/ Foreign Patents 








NOTICE: 


These valuable trademarks: RIPPLE® Sole — RIPPLE® Heel — 
RIPPLE® Sole shoes should be used properly. For mats, sales aids, 


or assistance with advertising copy, write today. 





Genuine RIPPLE® Soles — manufactured in U. S. A. by Beebe 
Rubber Company, Nashua, New Hampshire — in Canada by 
Kaufman Rubber Company Limited, Kitchener,. Ontario. 


Patented in the United States, Canada, and other countries. 


RIPPLE SOLE CORPORATION 


28 West Adams 


Detroit 26, Michigan 
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SALES TRAINING SERIES 








by SEYMOUR HELFANT 


Manager, Smaller Stores Division, N.R.M.A. 


Shoe Constructions 


The Goodyear Welt... 





SEYMOUR HELFANT 


HE Goodyear welt construc- 


tion is used mostly on men’s, 

boys’ and children’s shoes. It 
is used on footwear that generally 
gets a good deal of wear. This con- 
struction might be the reason why 
men’s shoes stand up as well as they 
do. 

This construction also becomes ex- 
tremely important in filling prescrip- 
tions from the medical profession. 

Preparation of the insole. First 
it is split, if necessary, to give it an 
even thickness throughout. Next, a 
rib is raised on the underside of the 
insole by channeling the margins of 
the insole and coating this region 
with cement. Canvas tape is then 


attached to the raised rib to insure 
added strength for the subsequent 
stitching of the welting. Also, can- 
vas is cemented to the entire area 
between the ribs for reinforcement. 

Preparation of the uppers. 


This 


April 15, 1958 


is accomplished in the upper cutting 
and fitting department. The leather 
is sorted and cut from dies, whether 
by hand or machine; linings are also 


cut and attached to the uppers; shoe 
uppers are completed. 
LASTING 
The insole is tacked onto the 


wooden last with the smooth part in 
contact with the last and the raised, 
ribbed area exposed underneath. 

Assembling. The box toe and 
counter are set into place in the up- 
per, which is then pulled over the 
last and temporarily fastened by a 
tack at the heel, at the tip and one 
on each side. 

Side lasting. The whole side is 
stapled and fastened to the ribs. 

Toe lasting. The upper is tightly 
drawn over the toe region and also 
tacked onto the ribbed underpart of 
the insole. A wire is fastened to 
two tacks that are placed in this area 
to insure the proper toe shape for 
the shoe. The anchor tacks and wire 
are removed just as soon as the toe 
box of the shoe is set, and the toe 
region is then stapled to the ribbed 
underpart of the insole so that the 
toe area is positioned firmly. 

Heel lasting. This is accom- 
plished by a machine that fastens 
the upper, including the counter, to 
the insole. 


INSEAMING 


The welt and the upper (together 
with the upper lining and doubler) 
are stitched to the raised, ribbed un- 
derpart of the insole with a strong 
chain stitch seam, called the inseam. 
In this arrangement there is no 
penetration of the insole. All the 
“action” is accomplished on the un- 





derside of the insole with the raised, 
reinforced ribs. Therefore, there is 
no need for a sock lining in the fore- 
part of the shoe to hide any stitch- 
ing. There is need for a heel seat, 
however, to hide the nails that must 
be used to attach the heel to the 
shoe. 

All tacks that were temporarily 
used to hold the insole to the last 
are removed. However, sometimes 
through human error, not all tacks 
are removed and some tacks still 
need to be taken out. It is therefore 
wise for the salesperson to always 
put his hand inside the shoe to be 
sure that there are no forgotten 
tacks. This caution will go a long 
way to prevent embarrassment when 
a customer is “hurt” by a tack while 
trying on a pair of shoes. If this 
happens, never let the customer 
know that a tack was present. This 
could prevent a lawsuit. 

Insertions. To give added strength 
in the heel-to-ball area, a reinforce- 
ment is added in the form of a 
strong shank of steel, wood or even 
fiber-board. Then liquid cork, known 
as filler, is placed within the area of 
the raised ribs of the underpart of 
the insole, to level out this area. 
This provides a cushion for the 
weight of the body. It is also an 
insulator against the weather. At 
times the weight of the body, and 
shape of the foot cause a displace- 
ment of this cork, making depres- 


sions on the insole. Thus, this 
“broken in” shoe gives more com- 
fort. 

Completion. The outsole is at- 


tached to the welt by means of a 
lockstitch, or outseam. This is done 
with a double thread that is locked 
while being stitched. At the area 

[CONTINUED ON PAGE 132} 
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THE QUALITY LEATHER 
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fall fashion... glowing jewelled green 


Polished Calf #565 


Matinee Calf #1373 


@ 


LEATHER CO. GIRARD, OHIO 
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SHOWING 
—-30-1958 


HOTELS: 


STATLER + LENNOX 
SHERATON -JEFPFERSON > 
PARK PLAZA « ‘ 


Rising in Fashion's Orbit 
The 20/8 heel, dipping sidelines, the combination of calf 


with reptile . . . these trends for fall are spotlighted in the 
cover shoe selected by the Shoe Fashion Board of St. Louis. 
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NEW 


of 
phncoense SHOES 


to retail profitably at 
10.95 to 12.95; 
flats; 6.95 to 8.95. 






li 





Showing at 


Regional Markets and at 





the St. Louis Shoe Show, 
Statler Hotel, Room 206 


A Division of International Shoe Co., St. Louis 
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Brown Shoe Company 
cordially invites you 
to Shoerama... 


Fall, 1958 


Entire 16th Floor, Statler Hotel, St. Louis 
April 27-28-29-30 


We’ll show you that every line... 


—is planned to give your customers what they’ll be looking for this fall. 








—is built with the consistent quality you need to build your business today. 
—is styled, priced and backed by service to get you volume you can profit from. 
And we'll show you promotions with more traffic-building 
power than the retailer ever had back of him before. 


See you in St. Louis! 


Bb BROWN SHOE COMPANY 


. St. Louis... Makers of: 
BROWN y Air Step * Buster Brown * Glamour Debs by the makers of Buster Brown * Official Boy 
SHOE COMPANY 4 s i : 
_ Scout Shoes * Official Girl Scout Shoes « Life Stride * Westports by Life Stride * Naturalizer 
Quality at your feet * Pedwin * Propr-Bilt * Risque * Robin Hood * Robinette * Roblee 





April 15, 1958 
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' = 3 
the fresh. 
new tashion. 
personality in 


to retail profitably at 14.95 to 16.95 


Showing at 
Regional Markets and at 
the St. Lovis Shoe Show, 
Statler Hotel, The New York Room 


j 
A Division of International Shoe Co., St. A 
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...delightfully different shoes 


12 ANNUAL FALL SHOWING 
St. Louis Shoe Manufacturers Association 


HOTEL STATLER 
April 27, 28, 29, 1958 
Dallas Room + Mezzanine 


Tweedie Footwear Corporation + Jefferson City, Missouri 
April 15, 1958 





th 
ANNUAL 


W. TED SHAW 


Convention Chairman 


PROGRAM HIGHLIGHTS 


SUNDAY, April 27, a.m. to Wednesday, April 30, noon: 


Displays of St. Louis-made shoes open to vistors. Sheraton- 
Jefferson, Statler, Lennox and Park Plaza Hotels. 


MONDAY, April 28, 8:00 a.m. 
Breakfast meeting, Boulevard Room, Sheraton-Jefferson Hotel. 
Speakers include Mildred Hill, Neiman-Marcus, Dallas: Mar- 
jorie Wilten, Marjorie Wilten Advertising, St. Louis; plus a 
panel of seven retailers with Lloyd W. Nordstrom, Nord- 
strom’s, Seattle, as moderator. 


LESTER V. TOBER—President e 
St. Louis Shoe Mfrs. Association 
TUESDAY, April 29 

Beefsteak Dinner, Gold Room and Boulevard Room, Shera- 
ton-Jefferson Hotel. Cocktails 6:30 p.m., dinner 7.45 p.m. 
Entertainment features Jonathan Winters of TV fame; Hall 
Loman and His Playmates, dancing act; Deep River Boys, 
quartet; Dewey Jackson and his Dixieland All-Stars; Stan 
Daugherty for dancing. 





THE SHOE FASHION BOARD OF ST. LOUIS 


has prepared a booklet describing and picturing trends for fall, 

a detailed seasonal prediction of men’s, women’s, children’s and 

teenagers’ shoes. This comprehensive booklet will be distributed 

to Show visitors when they register. Copies of the publication 

are also available by mail. Miss Jaclyn Meyer, chairman of the 

WILLIAM KAPLAN Shoe Fashion Board of St. Louis, invites requests. Address them 
Co-Chairman to the Board, Room 504, Shell Building. 


4G 


RAYMOND KOHN JOSEPH GOLDSTEIN A. A. BRAN CHARLES MUELLER 
Entertainment Housing Publicity Directory 


es 
oh 





FALL SHOWING 


MAN 


ETAILERS take a Giant Step when they come 

to St. Louis for the Twelfth Annual Fall Show- 

ing. For the Missouri market has come to be 
known as a giant both in size and in importance to 
fall buying plans. 

All of the basics plus the news from fashion’s point 
will be presented to the shoe world April 27 to 30. 
Member firms of the St. Louis Shoe Manufacturers 
Association will exhibit in four hotels, the Sheraton- 
Jefferson, Statler, Lennox and Park Plaza. While com. 
panies naturally compete for retail approval of their 
individual branded lines, they band together in spirit 
to make the show both profitable and pleasurable for 
all who take the Giant Step. 

Lester V. Tober, president of the St. Louis Shoe 
Manufacturers Association, in greeting show visitors. 
says: “Recent business pessimism and veiled talk of 
recession, or even depression. does not alter the fact 


ARTHUR H. GALE—Exec. Secy. 
St. Louis Shoe Mfrs. Association 


WALTER JOHNSON ART BICKEL 


that this country is in an era of progress and pros- 
perity such as was never before known. Barring wat 
of a widespread nature we will, in the next decade, 
go on to record a period in history of remarkable de- 
velopment, an era of good times, and even higher 
living standards. 

“On the minus side, creeping inflation will remain 
with us—living costs will continue to rise—savings 
will be ‘watered’ or will dwindle as a result. In spite 
of this we will enjoy better quality clothing, superior 
shelter and conveniences, plus unheard of luxuries for 
our comfort and pleasure. 

“The St. Louis Shoe Manufacturers Association looks 
to the future with confidence—a future envisioning an 
expanding economy of millions of new families and 
millions of new customers. Our great faith in ‘tomor- 
row’ is the underlying force which will push the shoe 

[CONTINUED ON PAGE 92] 
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BERT BISHOP JOHN WALSH 
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International puts the 





Again for Fall ’58, 






International’s 3 powerful general lines 
ROBERTS JOHNSON RAND 
FRIEDMAN -SHELBY 
and PETERS 








Bring you the Fashion, 
the Quality and the Value 


that will keep Families of Customers 








Coming Your Way. 








COME SEE the Fashion-Fresh 
Value-Packed Shoes for Men, Women and Children, 
at The St. Louis Shoe Show 









and all Regional Shows. 


ST. LOUIS SHOE SHOW 
ROBERTS JOHNSON RAND 
Hotel Statler, Room 208 


PETERS 
Hotel Statler, Room 303 


FRIEDMAN-SHELBY 
Hotel Statler, Room 222 












Step Ahead in ’58 with the 





FOR THE 
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Family of Fine Shoes tails 


AMERICAN FAMILY 
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INGS AL 
g THINS Are TION 
BI HAPPENING AT nTeRNA 


-.. COME SEE! 


sweeping across the fashion horizon 


... the imaginative Vitality look for Fall 


SEE THE NEW FALL LINE AT THE FOLLOWING SHOWS ™ 
: St. Louis + Hotel Jefferson ‘ 
New York + Marbridge Building 
° Atlanta : : Los Angeles 
° Boston badiannpetts Seattle. 
* Kansas City St. Paul 


+ 
. 
eeeece® 


Dallas 
Vitality Shoe Co., Division of 
“ International Shoe Company, St. Louis, Mo 
New York Office: Room 914, Marbridge Bldg., 47 W. 34th St. 


famous for fashion and fit ire er 
Accent 


Queen Quality 


| AL Family of Fine Shoes Florsheim 
. Grace Walker 





Trim Tred 
Velvet Step 


Step Ahead in ’58 with the 








| FOR THE AMERICAN FAMILY | 
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FORGET... 


Last season’s FIRSTS 

in the price- action field 
that came out of the 

great plants of Sam Wolff... 


J inet successes with the extreme 


pointed toes in the price-action field. 





Showing Sheraton-Jefferson Hotel 
Dining Rooms 8 and 9 


CFinet successes with the com- 


pletely soft fashion shoe in the price- 
action field. 


suets sea tee CevEtLS 





Showing Statler Hotel 
Rooms 302-4-6 





Fits successes with the T-strap 


shoe in \h price-action field. 





























Showing Lennox Hotel 
Garden Room 


MORE VOLUME WINNING NUMBERS are coming up this Fall for you in Sam Wolff's brands... the winningest shoes in the price- 
action field! New colors...new styles...new designs...new details. The strong voice of fashion is expressed in these slimmer, 
trimmer, daintier-than-ever shoes. Each has that invisible but priceless sales plus, to make this your most successful season ever! 


We’ll Be Seeing You At The Regional Shows, Too! 


April 15, 1958 
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Fashion 


SPEAKS... 


FOOTWEAR KEEPS ITS TOEHOLD ON FASHION ... 


Because shoe designers continue to make news with fresh sil- 
houettes and patterns . . . because the daring brevity of skirt 
lengths focuses the eye on legs and feet. For this “leggy look,” 

St. Louis manufacturers place their emphasis on the pointed toe 

CARMELLETES 5 . . . the extreme lasts of last season will be volume for fall. For 
an even sleeker, longer look some firms have graded down the 

vamps at the toeline . . . pointed and squared tips have a new flat- 

tened jiook. Closed-toe, closed-back pumps, without question, are 

AIR STEP the dominating silhouette with the closed-toe, open-back theme 

gaining in strength. Open shanks are favored not only for open- 

back shoes but for closed-backs as well . . . note the mere shelf 

of a heel for a “skeleton” shoe as well as the fully closed-backs of 

T-straps and sandalized-pumps. Straps of all kinds are used to 


interpret these major silhouettes for fall. 


DELMANETTE 
TWEEDIE 


VITALITY 








BUCKLES WHICH LIE GENTLY AGAINST THE INSTEP 


Overlays and drapes that curve gently upward . . . ties 
with the feeling of an oxford with one, two, three or more 
eyelets. These rising treatments encourage combinations 
of two textures or two colors in une shoe. . . reptile with 
smooth calf, silk suede with luster calf, peau de soie with 
suede . . . black with whiskey, Tartan Green with black, 
a darkened red with black. 


....1.HROUGH 


JOHANSEN 


PARAMOUNT 


TO ENCOURAGE FALL SALES UPWARD... 
The rising silhouette, the most exciting trend evidenced 
in St. Louis collections. It is an appropriate move . . . in 
keeping with rising hemlines. While criss-cross, instep and 
T-straps are a major part of this theme, the rising sil- 
houette is superbly expressed in many other ways 
tongues that are fringed, tied at the base, or “prettied up’ 


with dainty cutouts. 


+] 














































A trainee taught us 
some ABC’s 


At a briefing of trainees one of the boys 
asked: “Can I buy U. S. Savings Bonds 
through the Company and have my de- 
ductions made automatically?” Frankly 
we had assumed that all of our employees 
knew all about the Payroll Savings Plan. 





As a matter of fact, we've had the Plan 
in operation here for years. We decided 
to make sure that everyone on our pay- 
roll got full information, right away. 





Our State Savings Bond Director saw 
to it that we got a full stock of promo- 
tional material to stimulate interest in 
U.S. Savings Bonds. After that he helped 
us to conduct a personal canvass and give 
everyone an application blank. 





What happened next was surprising. 
Our employee participation jumped to a 
really substantial percentage. When our 
people had all the facts they were glad 
to gain the security that U. S. Savings 
Bonds offer them. 





Today there are more Payroll savers 
than ever before in peacetime. Your State 
Director will be happy to help you install 
a Payroll Savings Plan or build enroll- 
ment in one already existing. Look him 
up in the phone book or write: Savings 
Bonds Division, U. S$. Treasury Dept., 
Washington, D. C. 


oO 
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ST. LOUIS SHOW 

Hotel Sheraton Jefferson * April 27—30 
DES MOINES SHOW 

Hotel Fort Des icles May 4-5 
COLUMBUS SHOW 
Deshler Hilton Hotel * May 4--6 
ATLANTA SHOW 

Henry Grady Hotel» May 4 
SEATTLE SHOW 

DALLAS SHOW 
INDIANAPOLIS SHOW 
KANSAS CITY SHOW 


PITTSBURGH SHOW 


LOS ANGELES SHOW 


is the Whole Show! 
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nt Louis, Missouri * A Division of Brown Shoe Company 


WOHL SHOE COMPANY 2, 
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Fall Fashion Speaks... 


SHOES SO FLEXIBLE 


They can be doubled back . . . so soft, toes leave 
an impression on the uppers . . . so weightless, scales 
seem unbelievable. These are concepts that govern 
the shoemaking of many fall styles. In using 114 to 
214-ounce leathers, many firms employ new light- 
weight backing techniques; 21 -ounce leathers appear 
frequently in unlined shoes. In the latter category, 
brushed leathers and silk suedes are especially fav- 
ored . . . kidskin also fosters the soft trend. And in 
nearly every collection, the soft theme is extended 
to the sole . . . crepe and ripple types abound. 


RISQUE 


TO BALANCE 


To complement . . . to reflect the drama of shorter skirts, manufac- 
turers are introducing many new “lower-case” heels. Most, however, will 
caution against an overbalance of brief heels on retail orders in the LIFE STRIDE 
belief that the selection of a mid or high heel will be a matter of a cus- 
tomers personal taste. The newest lasts feature 12/8 or 20/8 heels .. . 
the 14/8 to 18/8 field having been covered by most firms in seasons 
past. The 12/8 heels are offered “to give the proper stance to 
Chemiserie.” The 20/8 version strikes the happy fashion medium . . 
giving the subtle illusion of lowness while retaining the prettier effects 
of three-inch heels. Some of the new heels are notably straighter of 
line . . . others have broader bases. Stacked leather versions are stressed 
for tailored shoes. 
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UTILIZING STRAP PATTERNS 


From St. Louis collections, we illustrate some of the 





refined treatments favored for fall . . . vamps marked 
NITE-AIRES by slashes or cutouts . . . fine perfs and embossed perfs 

. metal trims on fabrics . . . bows, newly placed. 
Other ideas incorporate saddle and cable stitching . . . 
tongue or buckle effects . . . strippings and ornaments 
on toe tips . . . closed-toe and heel spectator treatments. 
Aside from the soft leathers already mentioned, the 
emphasis is on smooth calf, kidskin, reptiles and fine 
textures such as Glaze or Matinee calf. Veneer calf 
and ombred kidskins are promotional. Top fabrics are 
dark-grounded prints, ottoman types, tapestry, damask 
and velvets, printed or plain in dress as well as leisure 
shoes. Black is primary but the news is black touched 
with color, or a color trimmed with black. Town Brown 
and Whiskey are lauded for dark brown footwear with 
reddish brown for tailored types, yellowish browns for 
fashion promotion. Reds remain bright for youthful 


DELISO DEBS 





shoes, are darkened for sophisticated models. Green is 
definitely in the picture with every brand . . . the 
brighter-than-navy blues are promoted by only a few. 
One theme permeates the market . . . fall must be more 
than a black season. 


HEYDAYS 
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CANGEMI-COEDS 
PEACOCK 
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FASTER TURNOVER 
BETTER PROFITS 
IN FALL 1958 





ST. LOUIS SHOE SHOW 
April 27-30 





TOBER.- 
SAIFER 





& 


FROM THE JEFFERSON 





All lines shown at the Tober-Saifer Office 


Special showing of Cangemi Coeds at the “Boston Room”, Hotel Statler 











JEFFERSON | AROUND THE CORNE™ 
HOTEL H 








TOBER-SAIFER SHOE MANUFACTURING COMPANY, INC. e ST. LOUIS 3, MISSOURI 
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the 
Exciting 
New 
f Kmphasis 
on. Fashion. 
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Soxt PecxacZ 


to retail profitably at 
8.95 to 13.95 


Showing at 
Regional Markets and at 
the St. Louis Shoe Show, 
Statler Hotel, Room 204 


A Division of the International Shoe Co., St. Louis 


April 15, 1958 
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Designed for your most profitable 
season yet! Come to our 
exhibit and see why! 


eprecons 


299 10 399 


RETAIL 








4 


OTHER SHOWINGS: 


ST. PAUL ° 
DES MOINES « 
ATLANTA . 
SEATTLE . 

. 





APRIL 26-29 
MAY 4-5 
MAY 4-7 
MAY 10-14 
MAY 11-14 
MAY 18-22 


DALLAS 
LOS ANGELES 


Pacific Shoe 


DIVISION OF OMEGA SHOE CO. 





SEE THE COMPLETE NEW 
ST. LOUIS SHOE SHOW 


APRIL 27-30 ¢ STATLER HOTEL © ROOM 322 


Com pany 8129 DELMAR BLVD. 








LINE! 


ST. PAUL HOTEL 

FT. DES MOINES HOTEL 
HENRY GRADY HOTEL 
OLYMPIC HOTEL 
ADOLPHUS HOTEL 
ALEXANDRIA HOTEL 


ST. LOUIS 24, MISSOURI 











Program at St. Louis 
12th Annual Fall Showing 
[CONTINUED FROM PAGE 79] 


Industry and the St. Louis market 
primed to new goals of accomplish- 
ment.” 

The St. Louis presentation of 
some 8000 patterns for fall should 
prove exciting and newsworthy, ac- 
cording to W. Ted Shaw of Brauer 
Brothers Shoe Company, general 
chairman of the event. Reserva- 
tions are coming in steadily from 
all over the nation, many from re- 
tailers who have never before vis- 


92 


ited a St. Louis show. 

This interest is due in part to 
the fact that this giant market has 
had growing recognition for its 
achievements in the field of adap- 
tation. Producers have developed 
a skillful knack of adapting high- 
est styling to every price bracket 
in as great or as small a degree as 
each price bracket willl stand. St. 
Louis calls this knack interpreta- 
tion, this bringing into the substan- 
tial volume market gentle touches 
of fashion-right styling. 

Not every fashion trend is trans- 
lated into shoes for the pair-after- 


pair customer. But every important 
trend enters the shoe manufactur- 
ing picture. Because value travels 
hand in hand with St. Louis brands, 
reliance on the city as a center to 
be trusted in the shoe fashion 
world grows with each passing 
year. 

The fall season ahead will be a 
challenging one. The Twelfth An- 
nual Fall Showing this month will 
bring to retailers their very first 
chance to see all of the variations 
and adaptations ef the pointed toe 
last. 

Enjoyment of an informative na- 
ture will be shared by retailers 
when they attend the breakfast 
meeting planned by the St. Louis 
Shoe Manufacturers Association as 
a special feature this year. The 
breakfast will be held on Monday, 
April 28, in the Boulevard Room 
of the Sheraton-Jefferson Hotel at 
8:00 a.m. This educational session 
will have Mildred Hill, training 
director of Neiman-Marcus in Dal- 
las, as featured speaker. In her 
address she will concentrate on 
down-to-earth problems of training 
sales help. Widely recognized as 
an authority on personnel training, 
Miss Hill should help visiting re- 
tailers take home many practical 
plans and ideas that can be worked 
into individual store operations. 

Following Miss Hill, Marjorie 
Wilten, president of Marjorie Wil- 
ten Advertising, St. Louis, will 
give a résumé of the fall fashion 
picture, not only for shoes but also 
for the all-important field of ready- 
to-wear. 

A panel of seven retailers will 
complete the breakfast program. 
They will discuss those topics most 
often brought up by store owners 
and buyers. Although specific dis- 
cussion questions have not been an- 
nounced, the panel will deal with 
such subjects as mark-up, multiple 
sales to customers, fitting, adver- 
tising, merchandising improve- 
ments, expense control and the like. 

Lloyd W. Nordstrom, of Nord- 
strom’s in Seattle, will act as mod- 
erator for the group. He is presi- 
dent of the National Shoe Retailers 
Association. Serving on the panel 
will be Harvey Kopp, Harvey Kopp, 
Inc., St. Louis; George H. Potash- 
nick, Stix, Baer & Fuller, St. Louis; 
Earl D. Miller, Heckert Shoe Com- 
pany, Appleton, Wis.; William T. 
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STATLER HOTEL 


Accent Shoe Company .. . .206 
Air Step Div., Brown Shoe 

Company .. Ballroom 
Ardor of Paris . 223 
Beacon Shoe Company ... . .224 
Benware, H. H., Handbags . 126 
Bing Bow Company . 324 


Brauer Brothers Shoe Company 
310-312-314-316-318 

Buster Brown Div., Brown Shoe 
Company Ballroom 
125 


Cameron Company 
Carmo Shoe Manufacturing 


Company 302-304-306 
Charm Magazine a 
Clover Leaf Novelty Company... 228 


Deevers Shoe Company. . Detroit 
Room—Cleveland Room—118 


Florsheim Shoe Company 218 
Fraser Shoe Company 323 
Friedman-Shelby Shoe Company 222 
Great Northern Shoe Company. . 216 
Heydays Shoes, Inc. 202 
Hoy Shoe Company 220 
Huiskamp Brothers Company 225 


Juvenile Shoe Corporation of America 
Los Angeles Room— 

Washington Room 

Kalmon Shoe Manufacturing 
Company 201-203 


Life Stride-Westport Div., Brown 


Exhibitors at St. Louis Fall Showing 


Shoe Company ... .. Ballroom 
Midwest Footwear, Inc... 120-122-124 
Musi Corporation . 226 


Naturalizer Div., Brown Shoe 


Company ’ .. Ballroom 
O'Neill, L. J., Shoe Company... .218 
Omega Shoe Company... . . .322 


Pedwin Div., Brown Shoe Company 
Ballroom 
Pennant Shoe Company 
New York Room 
Peters Shoe Company . 303 
Queen Quality Shoe Company... 204 
Risque Div., Brown Shoe Company 
Ballroom 
Roberts, Johnson & Rand Shoe 
Company 208 
Robin Hood Div., Brown Shoe 
Company Ballroom 
Roblee Div., Brown Shoe Company 
Ballroom 
Sport Specialty Shoemakers, Inc..215 
Step Master Shoes, Inc. 217 
Tober-Saifer Shoe Manufacturing 
Boston Room 


214 


Company 
Trimfoot Company 
Tweedie Footwear Corporation 

101—Dallas Room 
United Men’s Div., Brown Shoe 

Company Ballroom 

Vaisey-Bristol Shoe Company 
315-317-320 
Vassar Handbag Company 301 





210-212 


Weber Shoe Company 
White, Ed. Junior Shoe Company 227 
Winthrop Shoe Company 

Buffalo Room 


PARK PLAZA HOTEL 


Lennox Handbags... Mezzanine Floor 
Samuels Shoe Company 


Mezzanine Floor 


LENNOX HOTEL 


Deb Shoe Company Garden Room 
Valley Shoe Corporation 
Fountain Room—Lawn Room 


Forest Room 


SHERATON-JEFFERSON HOTEL 

Boyd-Jones Shoe Company 

3-4 
Camille Designs, Inc.. Dining Room 6 


Dining Rooms 


Hamilton Shoe Company Ivory Room 

Jacqueline Div., Wohl Shoe 

_.North Room 

Johansen Brothers Shoe Company 

Crystal Room 

Johnson, Stephens & Shinkle Shoe 
Company Dining Rooms 1-2-5 

Natural Poise Div.. Wohl Shoe 

East Room 


Company 


Company 
Vitality Shoe Company 
Dining Room 7 
Wolff Shoe Manufacturing Company 
Dining Rooms 8-9 





Lewis, Lewis Salon Shoes, Tucson, 
Ariz.; Irving Glick, Saks Shoe 
Store, lfouston, Tex.; and Mrs. 
Eleanore Steward, Lord & Taylor, 
New York. 

Because the Boulevard Room of 
the Sheraton-Jefferson limits. break- 
fast guests to approximately 550, 
Arthur H. Cole, executive secretary 
of the St. Louis Shoe Manufactur- 
ers Association, suggests that tick- 
ets be ordered by mail in advance 
from the Association, Room 504 
Shell Building. Price of the break- 
fast has been set at $3.00 per per- 
son, including gratuities. 

The entertainment committee 
which planned both the breakfast 
and the Beefsteak Dinner includes, 
besides Raymond Kohn, chairman, 
Roy E. Sundling, Brauer Brothers 
Shoe Company, co-chairman; Wil- 
liam F. Barber, Air Step division, 
Brown Shoe Company; Morris Kal- 
mon, Kalmon Shoe Manufacturing 
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Company; Bert L. Bishop, Sport 
Specialty Shoemakers, Inc.; Eugene 
J. Roessel, Wohl Shoe Company; 
Beatrice Beste, Hamilton Shoe Com- 
pany; Howard J. Donahie, Fried- 
man-Shelby Shoe Company; and 
Irving Rubenstein, Kalmon Shoe 
Manufacturing Company. 

Publicity for the entire show has 
been handled by A. A. Brand, In- 
ternational Shoe Company, chair- 
man; Charles N. Arend, Juvenile 
Shoe Corporation of America, co- 
chairman; Muriel Braeutigam, 
Brown Shoe Company; Albert 
Shank, Wohl Shoe Company; J. G. 
Samuels, Jr., Samuels Shoe Com- 
pany; Irwin E. Tober, Tober-Saifer 
Shoe Manufacturing Company; Jo- 
seph A. McCaffrey, Vaisey-Bristol 
Shoe Company; Joseph B. Ruebel, 
Trimfoot Company; Roblee McCar- 
thy, Robin Hood division, Brown 
Shoe Company; Charles R. Smock, 
Peters Shoe Company; and John 





Lipscomb, Town & Country Shoes, 
Inc. 

A complete Buyer’s Guide and Di- 
rectory will be distributed to all 
visitors registered at the show. To 
assist out-of-towners in getting to 
see as many of the display rooms 
as they wish, a complete roster of 
the rooms by hotel is included. The 
Directory lists all of the St. Louis 
brands and the home addresses of 
the members of the St. Louis Shoe 
Manufacturers Association. 

Charles Mueller, International 
Shoe Company, heads up the direc- 
tory committee. Members are Ed- 
ward Haushalter, Brown Shoe Com- 
pany; Ross Bachle, Endicott-John- 
son Corporation; Kenneth E. Wil- 
liams, Kalmon Shoe Manufacturing 
Company; Parker Bowman, Johan- 
sen Brothers Shoe Company; Don 
E. Short, International Shoe Com- 
pany; Eugene Darragh, Johnson, 

[CONTINUED ON PAGE 101] 
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'St-Lovis: LABELS... Marks of Distinction in Fine American Footwear 


READY 
for her 


next big date 


to see the new Fall collection of 


Proto upe Spaehle foes 


at the St. Louis and regional Shows 


WEBER SHOE COMPANY, INC. ° TIPTON, MISSOURI 
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1St.Jouis! LABELS... Marks of Distinction in Fine American Footwear 


SHOW STOPPERS 


BECAUSE THEY'RE YT New BONWELTS 
sales-builders ee por 
and money-makers! 


... Super flexible 
... perfect fitters. 
Sizes 4-8, 8%-12, 
: ae ; 12%-4; A, B, 
Retailers all over America are applauding Step Master's 
sales and profit performance! That’s why it will pay you 
to investigate Step Master for your store. Shown here KR see <A 
are only a few of the many new in-stock patterns for Fall. 


























> C, D widths. 












SEE THESE NEW 


4p. SoMa. 


ey) SHOES 







ae ROOM 217 
HOTEL STATLER 


\ ST. LOUIS SHOE SHOW...APRIL 27-30 
¥ AND AT REGIONAL SHOWS 









NEW CEMENTS 


For dress and party... 
dainty... light... airy 
... all new patterns 
...combination lasts 


.. fit like a dream. NEW! ae BUDGET PRICED! 


Sizes 4-8, 8% -12, 12% -4: yt gia 
oe _ y & , MOST STYLES RETAIL AT 
moc toe highshoe; “4 & oe. % $ $ 9 5 
3 to 5 


Plus STEP MASTER’S FAMOUS 
GOODYEAR STITCHED FAVORITES 

































\ 
snoweye from © pairs * 





Staple types that repeat month- 
after-month, year-after-year! 
Dress and service patterns that 
please parents and children 
alike with their comfort, wear, 
value and style. 













For extra comfort 
and extra wear 
Step Master's 
patented features 
are built-in! 










zotals: ot -_ 
gstimnated © 
«Saal , te a ; 
INCORPORATED GREENUP, ILLINOIS 
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BUSTER BROWN 


for Children... 


Hall Kashioiter 


POLL PARROT 









—— -“ 


GENERATING THE HIGHEST FASHION EXCITEMENT 


in girls’ dress shoes for fall is the covered-up look . . . via 
the volume appeal of T-straps and the more subtle ap- 
proach of rising throatlines. Both trends are being ex- 
pressed by St. Louis designers on tapered or square-toe 
lasts. While pumps remain the leading silhouette, T-straps 
should be on every retail buy as the only strap to be offered 
above a size 12. Vamps rise on pumps through the use 
of tongues, fan-shaped or squared peaks, overlays, ties 
and buckles. Lower cut pumps are trimmed primarily with 
bows . . . large and small, tailored or fluffy . . . of con- 
trasting fabric or leather . . . in some cases decorated with 
jewels or buttons. Strippings, pipings, cutouts and toe 
ornamentations are fresh pump treatments. Plain skimmers 
are “out” with most teenagers . . . they want bows too! 
And while teenagers will prefer suede and kid, black 
patent and nylon velvet will be tops in the child’s and 
misses’ runs. Copper and gunmetal patent are on the in- 
crease as is black calf. Red patent and velvet will show 









JUMPING JACKS 








SHOW-OFFS 









ROBINETTE 


‘“A.55 





















DATERS 
by COLLEGE HILL 


increases for holiday selling while suede and satin patent 
largely cover the blue story. Promotional items with a 
few firms include black raspberry patent, green suede 
and black nylon satin. Throughout the collections there is 
a notable restraint in ornamentation . . . creating a softer, 
prettier look for the season ahead in line with the current 
WEATHERBIRD 


trend toward greater simplicity and more obvious femi- 
ninity. 


.. THROUGH 


GROWING BOYS ARE JUST NATURALLY LAZY 
one reason perhaps why the tie-less shoe continues to grow Bolder patterns mark the longer vamps with grained plugs 
in importance. Gored loafers and slip-ons boasting shoe most frequently used. Black is tops, particularly in smooth 
locks are major styles, vying with four-eyelet ties. More and grain. Cordovan gets second billing with true brown 
tapered lasts are being introduced for fall with the stitch- third. Dirty white bucks and smooth, plain toe oxfords on 
and-turn on a Continental last suddenly in the spotlight. ripple ae ee a picture. 


RED GOOSE 





LAZY BONES 


in Fine American Footwear 
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LABELS... Marks of Dist 


is 


S* bee 


VATIONALLT 
ADVERTISED 


DEPENDABLE MARKET 


hile 


iW 


jor Young Woman 


TO A VAST, 


Women who work in uniform are regular customers. 


They're also particular. That's why they 


fit, quality 


i eliteltMeclulicla h 


insist on Clinics 


and good looks. To make sure they continue 


to demand the.Clinic shoe, we remind them 


constantly—through beautiful full page color 


1 Molaro, 


the American Journal of Nursing—that 


advertisements in Charm, Glamour, R. 


Clinic is the shoe for women in white! 


style #307 
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® NURS 


JOURNAI 
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MISSOURI 


AURORA, 
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KLABELS... Marks of Distinction in Fine American Footwear 


VWBC-TIY ~\LALY-BONEE 


“TODAY” 


FASHION SHOWS 


Countless thousands of mothers, all over the country, are 
mighty impressed by Lazy-Bones’ national advertising! 
They love the children's fashion shows. with 

Dave Garroway on NBC-TV's “TODAY” 

program. They love Lazy-Bones’ bright, 

beautiful, full page, full color 

ads in Parents’ Magazine. 

And they love smart retailers 


who sell Lazy-Bones! 


style #714 





DAVE 
GARROWAY 


till cage full color Mee 
iy” PARENTS’ 


ADV COWES 
LADLE gy co 
SEE BOTH LINES AT... Ou 


ST. LOUIS, APRIL 27-30, STATLER HILTON HOTEL, 
LOS ANGELES AND WASHINGTON ROOMS 


73 / 


Atlanta, May 4-7, Henry Grady Hotel 
New York PPSSA, May 4-8, Sheraton McAlpin, Room 556 


Seattle, May 10-13, Olympic Hotel 


Dallas, May 11-14, Statler Hilton Hotel, Room 445 
Boston, May 18-21, Parker House, Room 726 
Los Angeles, May 18-21, Alexandria Hotel, Room 659 
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SEE « PAIR « » FAIR 


ALL METAL 


SHOE 









Baked Enamel! 
Cinnamon 
Color 


Holds 132 


66 Each Side 








+ 
108 Men's 
















































Shoes 
54 Each Side 
. 


132 Children's 
Shoes 
66 Each Side 


o 
Card Slot 
“ 








Sets up in a jiffy... NO BOLTS 

Folds to a flat package for easy 

Storage (4"' x 37" x 57") 

Price $32.50 each 

Less 5% in lots of 6. Less 10% in lots of 25. 
Snap on shelves for flats available @ $1.50. 


ALL METAL 


SHOE 
STOCK 
SHELVING 


40%, More 
toc 
Capacity 










* 
In Only 
Four Sq. Ft 
Floor Space 
You Can Stock 
. 


168 Pairs 
Women's Shoes, or 


















152 Pairs 
Men's Shoes, or 
































Ch. 


270 Pairs 
Children's Shoes 


Semco Shelving is used by leading department and 
shoe stores all over the country, in both stock rooms 
and on the selling floor. Gaining up to 40% more 
stock on the same amount of floor space. Available 
in sections, 3 ft. or 4 ft. wide, by 12 or 14 inches deep, 
by 7 ft. 35% inches high. Sections are prefinished in a 
beautiful cinnamon brown as a standard color. 


ROOM 
Statler Hotei 


3 26 St. Louis, Mo. 
SEMCO Company, Ine. 


1-4635 e 


APRIL 27-thru-30 
Shoe fair 


21st and Walnut Streets, 


St. Louis 3, Mo. 





‘LABELS. .. Marks of Distinction in Fine American Footwear 


NEW , 
GLOSED-BACK 4 
SANDAL @f 


Seamless 
moulded counter 


@ Elk finish cowhide 
uppers 

e Chrome soles 

e@ Adjustable vamp 


Series 440 
Sizes 5-8, 9-12 
Brown, White, 
Red, Tan 


QM KIDDIE SANDALS 
the Original Cushion Sole Sandal 


Increase your kiddie sales! Snug, smooth heel fit and 
long wear feature this new addition to SUN-SAN, 
the scientifically-designed sandal line that sells fast be- 
cause kids (and their mothers) want them! Order now! 








Corral the budget buyers,too! 













with Hoy-Way moulded sole. 


Sizes 5-8, 9-12, 12-3. Brown, White, 
Red, Multi, Tu-Tone. 














LOcUST S.TREET 
SOUR! 


Ek on 
on ean— 


| es ee COMPANY 








LOOK FOR WEIL AT THE SHOWS 
New York PPSSA May 4-8 N. Y. Trade Show Bidg. 502, 522-524 
Atlanta May 4-7 Piedmont Hotel Parlor D 


CANCELLATION SHOE ‘STORE OWNERS: 










\g “OVERHEAD 7 
B_CAN FOOL YOU 


The total sales...NOT the kind 

of sales determines the overhead 
expense or COST 

OF DOING BUSINESS. 





















sells large quantities of 

quality branded shoes and meets 

competition nationally. Weil 

offers better values and 

wider selections, which has 

resulted in consistent leadership 
.. satisfied customers... 

for over 25 years. We invite 

inquiries by mail, wire, phone. 








“M. K. WEIL shoe company 


., dt. Louis 3, Mo. 


CE. 1-4898 CE. 1-3762 
SAMPLE ROOMS: 138 Duane St., N. Y.—Alexandria Hotel, Los Angeles 
“WHILE IN TOWN SEE WEIL" Quality Shoes Since ‘32 
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Program at St. Louis 
12th Annual Fall Showing 


[CONTINUED FROM PAGE 93] 


Stephens & Shinkle Shoe Company; 
Edgar Stolle, Hamilton Shoe Com- 
pany; and H. F. Bertram, Inter- 
national Shoe Company. 

There’s an old saying, Nothing 
Succeeds Like Sucess. And the 
success of St. Louis manufacturers 
in promoting their 77 nationally 
advertised brands is well recog- 
nized. Better than 50 per cent of 
the funds spent for national shoe 
advertising is spent by members of 
the St. Louis Shoe Manufacturers 
Association. 

“Our firms here are promotion- 
minded,” states Arthur H. Gale, 
“and will continue to stay promo- 
tion-minded. Individual retailers 
gain tremendously from the inten- 
sive, year-round program main- 
tained by Missouri manufacturers. 
Benefits are direct, not hidden. 
Brand names grow stronger each 
year, thanks to national advertis- 
ing.” 

Mr. Gale goes on to explain that 
attendance at the St. Louis Fall 
Showing means many things to 


many retailers, but four benefits 
stand out. First, through show at- 
tendance dealers make _ personal 
contacts with the top personnel of 
shoe manufacturing. Second, they 
can compare their local or regional 
store problems with other retailers’ 
headaches and perhaps come up 
with solutions and _ suggestions. 
Third, the show gives retailers an 
opportunity to survey competitive 
lines. Fourth, dealers can arrange 
to visit factories and plants. There 
they can get first hand knowledge 
of construction features to provide 
talking points so important in ex- 
pert salesmanship. 

Sincere in his praise of the Shoe 
Fashion Board of St. Louis, Mr. 
Gale points out that this group has 
had increased promotional success 
in getting the nation’s newspaper 
fashion editors to emphasize St. 
Louis-made footwear. 

Made up of seven established 
shoe women who keep their fingers 
constantly on the pulse of the fash- 
ion world, the group sends a worthy 
procession of releases across the 
country to help put and keep St. 
Louis- made shoes in } the focus of 


e Engineered for Durability 


Cc = Gi ‘ RS - Built for Comfort 
Scicciaaceiaitiniaaies acl 


e Designed for Shoe Stores 
e Priced to Sell! 


Ge 
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attention. 

Jaclyn Meyer of the St. Louis 
Shoe Manufacturers Association 
serves as chairman of the Board, 
with Bea Beste, Hamilton Shoe 
Company, co-chairman. Additional 
board members are Geraldine Epp 
Smith, BooT AND SHOE RECORDER; 
Ruth Klump, Valley Shoe Corpora- 
tion; Pat Wheelless, Johnson, 
Stephens & Shinkle Shoe Company; 
Muriel Braeutigam, Brown Shoe 
Company; and Betty Mason, Accent 
Shoe Company. 

When Show visitors register they 
will receive copies of the Shoe 
Fashion Board’s newest booklet, 
comprehensive coverage of fall 
footwear trends. Men’s, women’s, 
and children’s shoes are included, 
with a special section on teenage 
styles. 

The herculean task of making the 
housing arrangements for the thou- 
sands of visiting shoe people has 
been under the supervision of Jo- 
seph Goldstein, Kalmon Shoe Man- 
ufacturing Company, chairman. His 
co-chairman is Robert A. Black, 
Queen Quality Shoe Company. Com- 

LCONTINURD ON PAGE 120] 
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for your catalog 
























Rome, Georgia, one of the pilot cities, was closely observed 
by national officials. Poplin’s Shoe Store used both window 
display, and interior displays. 




















More than 250 newspapers carried special sections or supplements. 


The American Family Shoe Wardrobe 
Coast to Coast .... 


In an industry characterized by independent thought and wide diversifica- 
tion of promotional efforts, the Family Shoe Wardrobe must receive full 


credit for a comprehensive attempt to raise per capita shoe consumption. 


ASTER weekend one of the most audacieus pro- 

motions ever organized within the shoe industry 

came to a close—the American Family Shoe 
Wardrobe. Conceived and implemented by the National 
Shoe Institute, the Wardrobe promotion was triggered 
by a 13-page shoe section in Look Magazine, and fol- 
lowed up wherever possible at the local level by news- 
paper sections devoted to shoes, radio and TV presenta- 
tions, and window displays. 

Seven governors and four mayors proclaimed “Amer- 
ican Shoe Time,” and a shoe contest offered a free vaca- 
tion anywhere in the United States. 

As the promotion ended, shoe men everywhere were 
analyzing the results of this vast effort. 

Among cities where results are being tabulated by pro- 
motion officials were Rome, Ga., and Tucson, Ariz., both 
pilot cities. In Rome 12 participating shoe merchants and 
department stores placed a 10-page special advertising 
section in the Rome News-Tribune which was coupled 

[CONTINUED ON PAGE 126] 
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_ AMERICA} 
rAMILY 
SHOOK 
WARDROBE 


An outstanding Shoe 
Wardrobe window, Park 
Brannock, Syracuse, N.Y. 


Above: Proclamations from the governors of Ohio and Missouri, 
and the mayors of Salem and Brockton, Mass., and Nashville, 
Tenn., promote shoe consciousness. Above right: Thomas J. Wag- 
ner smiles a greeting at the Paige Family Store, Whittier, Calif. 
Wagner used the Wardrobe tie-in kit extensively. Center: J. Robert 
Blumenthal is surrounded by Wardrobe posters at Harwyn Shoes, 
Hempstead, N. Y. Bottom left: A wardrobe window promotion as 
displayed at the Terrell Shoe Company, Pocatello, Idaho. Bottom 
right: Ernie J. Savage at the Junior Bootery, Salem, Oregon, 
proudly exhibits his Wardrobe window. 
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AGAIN... 


more Rain Dears 
sold this season than 
ever before. 


An even greater season lies ahead 


OT Ui me o}t-lal-mi lel mm ial-Metelaallale| 


season for 


Kun Dewed 


ali meet a-t-ti- mm oliclel-iam-lalemmel—ii-ig 


Rain Dears business. 


Please visit us at the 
Popular Price Shoe Show 


Valo MEI Udaleial—merel-it-lit-e 
We'll see you in room 446 
NEW YORK 
TRADE SHOW BUILDING 
Popular Price Shoe Show of America 


May 4-May 8 


Uf ed . @ Ay.) & 1 oo Pen [os 


LOS ANGELES 941 E. Third Street 
CHICAGO (new address) 2019 W. Walnut Street 


NEW YORK 47 W. 34th Street 
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Boston Sellers Pepped Up 


By Brisk Easter Trade 


GENERALLY brisk Easter sales, 
which began early in March and in- 
creased in pace during the last two 
weeks, have given much-needed en- 
couragement to Boston shoe retail- 
ers. In fact, most stores report a 
substantial increase in both volume 
and pairage over March 1957, par- 
ticularly on good weather days. 

Feeling hereabouts is that March 
gains will balance February losses 
for the most part. Even more en- 
couraging is the expectation by most 
retailers that the March pace will 
continue into April. 

Despite the excellent March busi- 
ness, retailers have been concentrat- 
ing on inventory reduction even 
while operating on reduced stocks. 
Few retailers have placed substantial 
re-orders for spring and summer 
shoes and most plan to continue on a 
careful basis. 

A year ago the late Easter date 
coupled with some unseasonably 
warm weather induced a run on 
summer shoes even before Easter 
selling was over. This year retailers 
are still well-stocked with warm 
weather shoes and see little prospect 
of moving them until late April—or 
at least, sometime after Easter. 

Weekend snowstorms in mid- 
March prevented the month’s totals 
from reaching anticipated levels in 
most stores selling higher priced 
women’s style shoes. Tapered and 
pointed toes in closed pumps or T- 
straps outsell all other styles by a 
four-to-one margin. Black patent the 
expected best seller but red is sur- 
prisingly strong this spring, pri- 
marily because of heavy promotion. 
In fact, it is currently vying with 
navy as the second best color. Tans 
are disappointing. 

The E. W. Burt & Co. store on 
West St. in downtown Boston is 
running “a little ahead” of last 
March with weather still the decid- 
ing factor. Although the store, which 
sells women’s popular priced foot- 
wear, reduced its spring buying 
sharply, it is still cutting back on 
inventory and does not expect to be 
in an open-to-buy position until after 
April. 

In dress shoes, open toes and T- 
straps are favored with black patent 
the undisputed leader followed by 
red calf and navy calf and patent. 
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Casuals move well in the darker 
colors. Lighter colors will be pro- 
moted after Easter. 

Men’s and children’s shoes have 
been moving steadily but not spec- 
tacularly. Tapered toe shoes in black 
patent or red calf do best in medium 
and better grades of women’s lines. 
There is some demand for wedge 
type casuals in darker colors. Prints 
have not started to sell as yet but 
these are generally a good summer 
item with the firm. 


* * * 


Spring with Wardrobe Lift 
Volume in San Francisco 


TWO things were uppermost in 
San Francisco shoe retailers’ promo- 
tional plans this month. One was the 
new spring styles and the other was 
the campaign to advise families how 
to build shoe wardrobes. 

Clovis Saunders, local merchant 
and a director of the National Shoe 
Institute, announced the opening of 
the campaign in which shoe retailers 
will explain to families how to co- 
ordinate shoes with clothing, how to 
purchase shoes for men, women and 
children, and how to follow eight 
“footsteps to health.” Local shoemen 
are intensely interested in the idea 
and are making their plans for active 








Accessories departments are gaining in 
importance, aided by new chemise 
modes. Neusteters, Denver (5 cols.). 
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participation in it. 

Variety seems to be the idea in 
the promotion of the spring styles, 
and the emphasis runs from colors to 
sleek numbers to go along with the 
“chemise” style models. I. Magnin & 
Co. played up the latter idea with 
“the chemise heel for shorter skirts,” 
and said, “As skirts rise, heels go 
lower to give you the beautiful bal- 
ance the new fashions call for .. . 
‘chemise’ heels on shoes in every con- 
ceivable color and material... .’’ The 
heel is a medium height one. 

The colors are appearing in all- 
over patterns and also in dashes of 
color used as trims on heels, toes, 
collars, buckles and bows. There are 
flowered print numbers, water color 
suedes, hand printed nylon Como 
cloth, and a variety of other mate- 
rials. Then there is the dyeable silk 
linen that can be colored to match an 
outfit and give the one-color-from- 
head-to-toe effect. 

Sales totals are picking up and the 
indications here are that the Easter 
business is going to be very brisk. 


*% 


Good Weather Promoted 
More Sales in New York 


NOW that Easter has come and 
gone, retailers evaluate their 
sales figures more realistically and 
decide whether they equal or exceed 
expectations. Due to the earlier 
holiday date this year, as compared 
with last, it will be necessary to 
combine March and April (and per- 
haps even May) figures to get the 
true picture of sales. 

At any rate, when the weather 
was good, traffic in stores picked 
up and it was reported that selling 
was active in all categories—men’s, 
women’s and children’s shoes. 

In women’s shoes, pumps—either 
all closed or closed toe—open back, 
sandalized patterns, T-straps were 
the popular selling styles. As usual, 
black patent leather was very impor- 
tant closely followed by black suede; 
black, red, navy, toast in calfskin 
and kidskin. 

[CONTINUED ON FOLLOWING PAGE | 
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Promotions and copy stressed soft 
constructions, slim mid-heels, dress- 
maker details such as: “Dressmaker 
pumps lead the fashion parade in 
dazzling ‘Debs’ ”’ Bloom- 
ingdale’s and they continue: ‘The 
stark simplicity of the chemise 
calls for details in the shoe for 
drama. ‘Debs’ uses ties and bows 
and well-placed addenda to achieve 
fashion interest below the hem.” 

“The Julianellis tint a pump with 
twilight and its deepening color trav- 
els from day to dark .. .,”’ say Lord 
& Taylor. 

“If you love pumps, you'll live in 
Cellini . . . in a marvelous variety 
of colors, leathers, heel heights’? was 
the point made by Bonwit Teller. 

Children’s shoe selling had picked 
up too and promotions emphasized 
black patent, navy, red calfskin in 
T-straps, skimmers, slip-ons and 
one-strap styles. 

The general feeling is that busi- 
ness will be good. Consumers will 
buy shoes as they need them. Ai 
the same time, they will respond to 
the extra pair sale if it is effectively 
and attractively presented. 


~ * * 


Easter Sales Anticipated 
After Worst Snow Storm 


THE WORST snow storm in living 
memory minimized early spring busi- 
ness in Philadelphia. However, the 
first day that streets and roads were 
navigable, people headed storeward. 
It was expected that pre-Easter 
business in the next two weeks would 
claim its own. 

Shoes for children have been mak- 
ing the most spring sales. Black 
patent is the number one seller for 
both children and grown-ups. Pumps 
are doing better with closed toes and 
a variety of buckles and instep deco- 
rations. 

Strapped shoes are getting many 
calls. Going along with this trend, 
Dalsimer’s advertised, “It’s T-time. 


our says 


106 


Skirts are higher, the silhouette is 
easier . . . the look is nostalgically 
back to the twenties.” Calfskin 
decorated pumps with mid-heels and 
some in patent but all very red or 
deep navy are in the popular fashion 
scene. The new greens are expected 
to be good in the coming weeks. 
Among these are fern, spring, wil- 
low, artichoke, and a silvery green. 
These, with handbags to match, are 
considered good contrasts for the 
gray, navy, or beige suit or coat. 

Fashion shoes took place in down- 
town stores despite bad weather or 
lowered business volume. The pulse 
of interest in new fashion was ac- 
celerated for the business anticipated 
in the next few weeks. One example 
was the style show presenting the 
new colorful hosiery shades at 
Gimbels. 

Six models wore as many new 
shades of hosiery and at the same 
time advertised the new matching 
trend for shoes. The chemise dress 
and the colored hosiery are attract- 
ing more attention to shoes than any- 
thing else has done in recent times. 
Fashion shows now put more em- 
phasis on shoes since they have such 
a definite tie-in with hemlines. 


* * * 


Dismal Weather Dampens 

Sales Hopes in St. Louis 

Continued dismal weather put a 
damper on pre-Easter sales in St. 
Louis. As of this writing, shoes are 
still lagging behind anticipated vol- 


ume. Retailers have averaged only 
one good selling day per week for the 
past three months. 

Women’s business has picked up 
slightly. Buyers feel that the thanks 
for this small spurt should go to the 
increasing popularity of the chemise 
in ready-to-wear. The newness of 
the chemise dress calls for new shoes 
—and sells them—buyers say. 

Dressy patents came to the fore 
during the past two weeks. Prior to 
that time the best selling pattern was 
a mid-heel closed pump with quite 
tailored adornment. Lately there has 
been upped emphasis on silk trims 
with rhinestone sparkles on the 
vamp. Open toes, both in muleback 
and sling styles, are getting good at- 
tention. 

Silk flowered prints, on display 
widely for some months now, have 
picked up in volume at the $12.95 
level. One women’s specialty store 
reports excellent response to a closed 
23/8 heel pump, pointed toe, using a 
silk print in grey and white. Both 
rose toned and marigold toned prints 
are selling in suburban chains. 

Store and department store spokes- 
men say that sales of silk flowered 
dress pairs, as well as red leather 
shoes on all heel heights, have stimu- 
lated sales of handbags. Especially 
where red shades are concerned, the 
average woman does not have a co- 
ordinating handbag left frem last 
year, since emphasis then was not on 
red. Her purchase of a bag goes wel- 
comely along with the shoes, dealers 
delightedly report. Tie-in sales of 





Sizes 4 to Il and AAAAA to B. 
New Young Second Floor, Back Rey. 
Young Lhird Floor, downtown. 
Mail and phone order secepted 


15.95 
Guild HOUSE roan «00 


Tremont at West + 37 Newbury Street + Boston 


This ad announces color, color, and more color. The Johansen pump, in soft 
calf, is introduced. Available with high or chemise heel in a paintbox of 
colors. Black, red and blue are mentioned. Guild House, Boston (8 cols}. 
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colored hosiery have been only mod- 
est. 

A quite sizeable teenage run is 
showing up in the suburbs here. 
High school girls are buying white 
semi-soft soled moccasins “like mad.” 
These feature a small amount of col- 
ored bead trim on the vamp below a 
floppy fringed cuff. The hard soled 
white moccasins, which cost a dollar 
more, are moving almost as well. The 
girls are wearing heavy white cotton 
half-high socks with the moccasins. 

“Dirty bucks” are reported by sub- 
urban dealers as moving well for 
boys of elementary school age. Al- 
though white bucks are being pushed, 
the dreariness of the weather has 
made all-white shoes look out-of- 
calendar, despite the late spring 
date. All-white swivel strap pumps 
are gaining on similar black patents 
for little girls spring pairs. 

Men’s business just rocks along. It 
continues to be only fair downtown, 
with some outlying county stores 
showing good gains in this category 
over the same period last year. Most 
wanted pattern is a moc front two 
eyelet oxford of semi-lightweight 
construction with a black grained 
leather plug set in the black smooth. 


* * * 


Chicago Sales High 
Despite Price Resistance 


SALES in the Chicago area have 
remained at good levels despite the 
much talked of economic recession. 
There has been some persistent price 
resistance at the top levels. Extreme 
lower end stores have suffered if in 
industrial and low income areas 
where residents have been affected 


by layoffs. 

The downtown lower end stores, 
and those in shopping centers and 
most outlying neighborhoods have 
either held up or surged ahead. 
Greatest strength is in the middle 
and upper middle price ranges, espe- 
cially in women’s and children’s 
shoes. 

Women’s dress shoes from $12.95 
to $16.95 have been excellent, and 
there have even been some shortages. 
Children’s shoes above $7.95 have 
felt the pinch, especially in stores 
which serve entire families. But 
many retailers felt they underbought 
on those from $5.00 to $6.05. 

A resume of the first quarter re- 
veals that January, helped by sales 
and special promotions, was good. 
Bad weather cut deeply into Febru- 
ary figures, but March came back 
strong. In the long run, many stores 
came close to last year’s figures for 
the same period. 

There are predictions that units 
may remain the same for the second 
period. But volume will likely be 
down. The growing switch to lesser 
priced merchandise will be largely 
responsible. Also, from here on out, 
children’s selling is concentrated in 
canvas and lower priced shoes. 
Leather sandals, once the backbone 
of this selling period, has suffered 
severe drops in recent years. 

Open type dress shoes have come 
into the picture fast in recent weeks. 
Late dress shoe selling has shown in- 
terest in bone calf, in flowered and 
printed silks, and in other than black 
patent—that is gunmetal or red, or 
black combined with beige suede, and 
black fabric with blue suede. 
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dramatic duo 
Exquisitely detailed spring-o- 
lator in red, navy or white 
calf ...also black patent. 
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The matching bag is provided almost equal emphasis in this ad promoting patents 
and calfs. Exquisitely detailed, the combination is available in red, navy or white 
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High Volume Reinforces 

Denver Sellers’ Optimism 

SHOE retail business in March 
was even to 12 per cent ahead in 
the Denver area and optimism is 
the rule rather than the exception 
for Easter and late spring business. 
A slowing up of sales for two weeks 
in early March was attributed by 
retailers to nasty, wintry weather 
rather than to any unemployment 
or economic factors. 

“In the Denver area, you’ll find 
that when the weather’s good, shoe 
business is good and the mild 
spring-like weather since March 18 
here has boosted our figures to a 
little above that of last year,” said 
a downtown retailer. 

A proprietor of a chain of inde- 
pendent shoe stores in the moun- 
tain states area said that he has 
not seen any loss of sales volume 
due to the economic or unemploy- 
ment picture, but added that with 
an early Easter, two months, March 
and April, must be figured together 
for actual comparisons with 1957. 

Although inventories are a little 
heavier than last year at this time, 
they were about normal for the 
pre-Easter season and these were 
expected to show sharp reductions 
after spring vacation, the first week 
of April. Men’s shoe buyers were 
aiming for gains in Easter business 
and stated that the lighter-weight, 
more attractive shoes in men’s lines 
would bring the increase desired. 

High-styled merchandise for 
women began to move in earnest in 
late March, with black patent 
closed pumps with pointed toes and 
extremely narrow heels leading the 
field. All shoe merchants have been 
promoting shoe styles to accompany 
the chemise ready-to-wear, which 


has taken the metropolitan area by 
storm. However, the chemise styles 
[CONTINUED ON PAGE 123] 
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Shoe polish in a tube 


with its own sponge applicator 


Join the stores that are already cashing in on this 
new idea in convenience. It sells shoe cream and at 
a good profit for you. 

Miller Shoe and Leather Cream is a proven prod- 
uct, a popular repeater. Colors for every polished 
leather { 


every member of the family. /t’s selling! 
GET A TRIAL LOT AND SEE 


retails for 50c 


24 tubes in 
display cartons 


colors can be assorted 


YOUR COST $6° 


SELLS FOR $72 
YOUR MARK UP 


100%/ 


Order TODAY... 
IMMEDIATE SHIPMENT 


O. A. MILLER COMPANY 


Plymouth, New Hampshire 
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Ship me at once (best way) 24-tube cartons of Miller Shoe & 
Leather Cream. Divide my order among the following colors: 
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ation. Accordingly many made little or no use of the 
display material provided them. 

Perhaps there was an overemphasis on the importance 
of “impact” in the program. Target promotions, unless 
they fly straight and true, must prove disappointing. When 


| they get off course even slightly, much of the good they 


accomplish becomes obscured in their apparent misfiring. 

When the program was announced last fall, no one could 
have foreseen the present economic conditions or predicted 
the vagaries of our current weather. If such forecasting 
were possible the concept of the program and its direction 
might have been different and broader, with less emphasis 
placed on the specific targets of time and impact. 

Another year, another season, the Institute might be 
better advised to devote its obvious talents and demon- 
strated energies to a broader public relations and publicity 
program. The need for both is great and will be greater 
from here on in. 

In our judgment, the long-term benefits to be gained 
for the industry through consistent promotion and _ public 
relations are far greater than the immediate benefits of 
any seasonal “impact” promotion. If we are to convince 
the consumer of the value and merits of our product, and 
keep him sold, it will be accomplished best through a de- 
termined and persevering effort .. . not with spectaculars! 


Color in New Leathers 

















Color is everywhere for the coming fail. Leathers which 
have never been made in high colors before are now being 
given new life and style possibilities. Reds, blues and the 
whole gamut of browns are tops in fall colors for women's 
fashion shoes. 

Above: Blue kangaroo trimmed with red in an open shank 
closed pump; the vamp lightened with cutouts. Below: Red 
kangaroo trimmed with blue in open toe, open back strap 
style, high-riding effect. Both styles in the new colored 
kangaroo leathers from Surpass Leather Co. 
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St. Louis 


PRODUCTION in St. Louis is moving along at a spotty 
pace. Some firms are down to three or four day weeks, 
while others report that they are requiring limited over- 
time to catch up. With retail sales lagging across the na- 
tion, cutbacks in production are mentioned as extremely 
likely. 

Manufacturer attention is currently concentrated on 
preparations for the Twelfth Annual Fall Showing later 
this month. Several producers scheduled sales meetings 
for about April 1, at which time the fall lines were given 
to the salesmen. Although many of the sales personnel 
will shorten their trips in order to return to St. Louis for 
the Show, they will have had the chance to take the fall 
lines into their territories, if only briefly. 

Several fall trends stand out as major from this market. 
First, vamp treatments on women’s shoes are slated to be 
more patterned and not totally dependent on bows for 
ornamentation. Underlays and perforations of many types 
will come in for considerable attention, along with slashes 
and cutouts. 

In casuals, ripple soles are expected at every price. A 
more elongated and slender casual with pointed toe is 
mentioned as a definite comer. It is generally felt that the 
T-strap will continue, as will the squared-off point, the 
“needle needle”, closed shoes, and low cut step-ins. 

Predictions favor more color than usual for fall. Im- 
portant leathers will include smooth calf as top favorite, 
with kidskin growing. Reptiles will be shown alone or in 
combination with calf. Some metallic effects, such as gun- 
metal patent or raspberry patent, are entering the style 
picture, as are grey flannel and dark grounded prints. 

Retailers don’t understand headlines about economics. 
but they do understand the needs of their customers. In 
sizing up general business figures, the research director 
adds, retailers should not lose sight of the fact that non- 
durable goods have shown a gain. although heavy indus- 
try may be off and weight the averages. Retailers should 
buy in relation to the obvious needs of their customers, 
since stock shortages can lose them sales. 


Chicago 


THERE are paradoxes in the Chicago shoe market today. 
The economic recession has made no serious dent in the 
local shoe economy. Retail sales have held up well, despite 
layoffs in some industrial communities and the handicap 
of severe weather in most of February. Shoe sales are 
declining slightly in some categories, showing unusual 
strength in others. 

However, for some months, we have noted in this column 
a swing to moderately priced shoes, particularly women’s 
and children’s. The demand increases for women’s $12.95 
to $16.95 dress shoes, representing a shift down from the 
higher price brackets. Manufacturers have noted a slight 
decline in re-orders for stock shoes $7.95 and higher. 

The demand is heavy for those in the $5 to $6.95 range 
and there is a tendency to re-stock heavily in this category. 
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Volume men’s shoes show a tapering off from $15.95 and 
growing strength in the $10.95 and $12.95 field. 

However, retailers complain about bad deliveries in the 
moderate price ranges. Some manufacturers are evidently 
playing it too close. A number of factories have cut back 


to four day weeks. Their production has not been geared 
to what it should have been, resulting in shortages of 
goods which are most heavily in demand. 

The next six weeks will tell the story on early fall 
buying in retailer reactions at the various regional shows. 
There will probably be great caution in women’s fashion 
shoes, but certain price ranges, obviously should do well. 
Right now, most chains and other volume sources are 
getting lined up on children’s, misses, boys, teen age, and 
college sports type shoes for back-to-school August pro- 
motions. 

In view of the current conditions, many retailers are 
reluctant to make their commitments now. But they are 
going to do so anyway. They want to be sure the shoes 
will be made before factories go on their vacations. They 
want to be sure the shoes are in the stores by July. This 
August selling period is too important in the year’s total 
to take any chances on not having the goods when needed. 


Los Angeles 


In Los Angeles business has become no worse for manu- 
facturers in the last few weeks and it might have improved 
somewhat. Demand has been steady if not brisk, and— 
while orders are cautious—they still come in. It would 
appear that retailers, particularly the smaller family stores, 
are bent upon reducing inventories, preferring uncrowded 
shelves and a little cash in the bank. 

Sales the first three months of this year were very poor. 
Almost constant rains—50 per cent over normal and almost 
three times last year’s total to date—drowned out whatever 
buying inclination that existed. 

Considering the two factors of recession and bad 
weather, pre-Easter selling should be rated very good 
indeed. Purchasers were cautious, buying mostly basics 
and going for novelties only in the lower priced, expend- 
able type of footwear. Strongest single item was the pump, 
with T-strap versions very popular. Patent held its lead, 
followed strongly by basic red and basic white. The 
younger ladies showed some interest in pastel pinks and 
blues. After patent, textured leathers remain the greatest 
single item of interest. 

Statistics concerning business volume are accurate, but 
the story they tell depends on who is doing the interpret- 
ing. A gloomy picture was presented by manufacturers, 
who reported their production to be anywhere from 5 to 
25 per cent below this month last year. A few reported 
being up as much as 10 per cent, but they were a minority 
group. 

Few of the gloomiest stopped to consider that last year 
was a boom year that set records; far from being “normal 
production” it was “under forced draft.” It would be far 
more accurate to say that business now is “good,” while 
last year was “exceptional.” There is plentv of money in 
local pocketbooks; buyers just aren’t grabbing the first 

[CONTINUED ON PAGE 111] 
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“We ought to know... for 25 years 
we have grown with you—due in no 
small part to your position of au- 
thority in the industry. We have used 
your columns for 25 years, not miss- 
ing an issue... with a history of 
growing volume which has just at- 
tained its highest peak.” 
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thing offered to them. 

It is worth noting that manufacturers say the retailers 
doing the most promoting are placing the biggest re-orders. 
Use of radio and TV spots has increased in recent weeks 
and it’s bringing in the trade. A singing commercial which 
provides an Ozark-twanged voice singing to a rock ’n’ 
roll beat: “I’m gonna git sum Kinney shoes for Easter; 
I’m gonna git sum highway shoes for shore.” Interesting 
part of this plug is that the highway location is deemed 
sufficiently important to receive equal billing with the 
store name. 


New England 


SHOE manufacturers in this area have little encouraging 
to report. Despite retailer reports of satisfying March vol- 
ume which helped balance February declines, reorders of 
any size are few and far between at the factories. There 
have been a good number of last-minute rushes on instock 
departments of manufacturers and wholesalers but these 
have generally been of the small fill-in variety rather than 
calls for healthy replacements of depleted stocks. 

Hardest hit by the general inventory reduction program 
are the medium and smaller-sized producers of women’s low 
priced novelty and dress footwear. Some of these have at- 
tempted to meet this situation with temporary shutdowns 
but the majority have depended largely upon curtailed 
work schedules and layoffs. Many are still hoping for 
enough fill-in business on early summer shoes to keep them 
cutting during April but the general feeling is that little 
business will materialize until after April. 

Children’s factories are slacking down after a_ busy 
quarter. Most report production (and sales) about even 
with last year but the outlook for the immediate future is 
too uncertain for long-term forecasts. However, the year- 
to-date has proved satisfying for most children’s producers. 

Men’s factories have been working at a “slightly slower 
rate” than last year and March production is expected to 
show a noticeable decline from last year. However, January 
figures were better than a year ago and February held close 
to its comparative month in 1957. First quarter production 
is expected to finish fairly close to that of 1957. 

The slowdown at factory levels has naturally affected 
leather business in the area. Tanners report very little de- 
mand and this appears to have softened leather prices for 
the first time in months. Even leather jobbers find demand 
slow except for smaller fill-in business. There is increasing 
interest in lighter colors. 


New York State 


SHOE manufacturing in New York City, for the most part, 
is satisfactory. However, some manufacturers indicate 
business is disappointing for this time of the year. Al- 
though production is satisfactory and they are carrying 
their normal in-stock load, they anticipated more activity. 

Upstate, shoe manufacturing has maintained a steadier 
pace than retail sales, and most factories are operating 
about four days a week. A heartening upturn in shoe 
store sales in March corresponded with mild weather and 
lent strength to the frequently expressed opinion that bad 
weather has been more responsible for lagging business to 
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date than the economic recession. 

Some retailers are hopeful that they can equal Easter 
figures of a year ago, but others mindful of the shorter 
season and the late start in spring buying will be glad to 
settle for smaller volume. 

A Rochester manufacturer said perhaps the majority 
of women’s and children’s shoe stores have got their in- 
ventory down where they can buy, but caution inspired 
by talk of a slump and a slender hope of lower prices are 
holding up orders. 

However, the trade concedes that many retailers are 
carrying stocks in excess of planned figures. 

Recent department store sales in Buffalo, Rochester and 
Syracuse have varied from 30 per cent ahead to 20 per 
cent behind last year. 

Some of the largest shoe manufacturers are engaged in 
a comprehensive examination of production and merchan- 
dising methods to ferret out weak spots and _ institute 
economies. 

With several companies unveiling fall and winter lines 
late in April, the style picture is becoming fairly clear. 
Women’s shoes will take their main cue from the chemise 
vogue in apparel and the accent will be on feminine lines 
and somewhat lower heels. 

Manufacturers report that pointed and tapered shoes 
will make up a greater part of all women’s styles than has 
been the case to date. While pumps will be more open 
than usual for fall, bows, ornaments and trims will remain 


Milwaukee 


A NUMBER of Milwaukee shoe manufacturing plants in- 
dicate that they are working short weeks. Expectations 
are that a four-day work week will continue to be normal 
in a good share of the local shoe factories, at least through 
Easter. None of the plants reported that their operating 
schedules have slipped below a four-day work week. Up- 
state plants operated by parent Milwaukee firms are also 
experiencing a slackened situation. 

Hard hit category has been work shoe production. Fac- 
tory layoffs and cut hours all over the country has put a 
damper on sales of work shoes. “Work shoe production 


popular. 


can be an accurate gauge of the nation’s economic health,” 
claims one plant executive. “Right now they are reflecting 
the general recession in business.” 

Dealer spring outlooks in this area are not on the deep, 
Early spring promotions have racked up 
good results. Manufacturers claim that these reports en- 
courage them to feel that business should begin to show 
improvement shortly. According to one shoe producer: 
“We are not expecting a terriffic improvement, but we feel 
that things should open up nicely in the weeks ahead. This 
condition came on rather slowly, and it should go away 


gloomy side. 


at the same pace.” 

Children’s shoe producers state that their production 
figures are holding at a comparatively healthy level. Head 
of one of the top children’s shoe firms indicated that his 
plant’s output was slightly ahead of last year. His ex- 
planation for the sales climb in the face of general de- 


clines: “We’re working harder for everything we get, nat- 
urally. We’re putting into practice many of the things 


we've been thinking about for years, such as extended 
dating in certain areas of the country.” 

Prices in all fields are expected to stay firm. 

On the style front, men’s shoe producers say that the 
lighter weight, low silhouette numbers continue to gain 


in importance. The tendency to flexible, closer edged, 


light appearing shoes for children is also much in evi- 
dence. 








GRACE POWELL 


GRANDFATHER 


official 


who was 
the 
court of Franz Josef, last em- 


peror of Austria-Hungary, a talent for 


bootmaker _ to 


drawing and an interest in fashion 
illustration, putting all these together 
what was more natural than a notable 
career in the creation of women’s high 
style shoes? At any rate, that is how 
it turned out for Grace Powell. creator 
of the Naked Genius shoe for I. Miller 
and of many other trend-setting styles 
for leading style manufacturers. 

Following her early schooling at 
the Convent of the Sacred Heart at 
Sag Harbor, she enrolled at Washing- 
ton Irving High School, then the only 
one giving a full art course. Her plan 
was to have a sound basic training in 
art and then to enter the field of fash- 
ion from 
Washington Irving she went to Cooper 
Union Institute, the winner of a com- 
petitive scholarship. There her courses 
included design, sculpture and _ paint- 
ing under John Stuart Curry, one of 
the important 
painters. 

The first indication of her future 
career came when she sold some shoe 
sketches to I. Miller. However, her 
first job when she graduated from 
Cooper Union Institute was with Pal- 
ter DeLiso, sketching shoes. After 
this Grace worked for 


illustration. Graduating 


American Group of 


experience, 


awhile for Seymour Troy who helped 


When M-217 


and encouraged her. 
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brought in wartime restrictions on de- 
signing, she did free lance work for 
B. Altman & Co., in New York, mak- 
ing layouts and drawing shoes. At 
night she worked for the Geodetic 
Survey, making invasion maps for the 


Army. 

With the abolishing of M-217, re- 
strictions on shoe designing were 
lifted and Irving Grossman offered 


her the position of head designer at 
I. Miller. There she developed a staff 
of designers. a number of whom have 
since become leaders in this field. And 
there she created, among many other 
styles, the famous Naked Genius, a 
shoe that started a whole new trend 
for very open shoes. 

Being first with new ideas has been 
While still 


at Miller. she introduced a mule as a 


a habit of Grace Powell’s. 


style shoe and worked on a soft con- 
1946 she left I. Miller 


and opened her own studio. At this 


struction. In 


time, she was thinking about many 
style ideas that are just being ac- 
cepted today: satin linings, for exam- 
ple; the elimination of toe boxings: 
folded toplines; the first pointed sole. 
open These 
branded then as too lady-like, too ele- 
“Today shoe men 
can’t get enough of them,” she says. 


pattern. shoes were 


gant, too quiet. 


“When people say someone or some- 
thing is ‘too far ahead,’ that means 
that not enough people are aware of 
the change taking place. As long as 






by ELEANOR M. RUTTY 
be 


this is 
stifled.” 

Relating style trends in shoes to 
trends in apparel is typical of Grace 
Powell's thinking. “Fineness in leather 
and in line, not a lot of ornamentation 
and bows, are what we need today. 
The silhouette is the important thing. 
Clothes witty this season—we 
hope that they are not funny—and 


so, creative talent will 


are 


with these clothes more emphasis 
should be placed on the vamp to pull 
the The stock- 
and the quarter of the shoe can 
blend with the costume. A contrasting 
color in the vamp makes the foot the 
focal point of the entire costume.” 


eye down colorwise. 


ing 


While shoes are her business, Grace 
Powell has many other interests, chief 
among probably home 
decoration. Her early interest in bal- 
let dancing is seen in the superb series 
of brilliant Bakst drawings for the 
original Russian Ballet’s production 
of “The Afternoon of a Faun.” Her 
story of her search for these drawings. 
first in Europe, and finally, success- 
fully, in New York, points to her con- 
tinued art. Numbered 
among her other interests are cooking 

especially foreign dishes—and_ in 
terrace gardening. 


which | is 


interest in 


Sharing her charming mid - town 
apartment are a dog; a remarkable 
orange-colored canary, whose occa- 
sional escape into the wide open spaces 
is a story in itself; a pair of parakeets 
and some beautiful fish. They are 
part of the background of a talented 
designer and a woman warmly and 
unaffectedly interested in many things. 


New Rochester Florsheim 
Store Offers Self-Selection 


ROCHESTER, N. Y. — Self-selec- 
tion service is featured at a new 
Florsheim Shoe Store which opened 
last month in the Community Sav- 
ings Bank Building here. Dozens of 
samples are conveniently placed so 
customers can pick their favorite 
styles. Clerks are available to assist 
if desired and to fit the shoes. 

Manager of the store is Thomas J. 
McGuire, who has been in the shoe 
business 30 years. He formerly 
managed a Florsheim store else- 
where in Rochester. 
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“AT ESMEN 


IN YOUR STORE? 


here& what one Extra 


ShoeKeeper sale per day 
per person means to you! 





SALESMEN AVERAGE PROFIT PER SALE PER YEAR 















































2 |%100x 2= $2.00 | *¢ 600. 
3 100x 3= 3.00 900. 
a4 100x 4= 4.00 1200. 
5 100x S= 5.00 1500. 
6 100x 6= 6.00 1800. 
‘A 100 x 7= 7.00 2100. 
8 100x 8= 8.00 | 2400. 
9 100x 9= 9.00 | 2700. 
10 100x10= 10.00 | 3000. 














ROCHESTER SHOE TREE CO., INC. 
P.O. BOX 36, BEECHWOOD STATION, ROCHESTER 9, N.Y. 
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FaTFHA 
198K.24§ 


SPECIAL 


Price-Mark with MONARCH 
TAMPER-PROOF 
SENSO LABELS! 


Monarch has Tamper-Proof Sen- 
so Labels — cannot be switched 
irom one item to another without 
defacing label. Senso labels re- 
quire no moistening. 

Monarch’s Model “20” Dial- 
A-Pricer (shown) prints from 
dial-set bands of rubber. No type 
setting required! 





























Price-Mark Soft Goods STORE NAME 





with MONARCH | fiz sere 
SWITCH-PROOF | 77/F_ 11 


Pin Ot TICKETS 


The way the pin is bent makes 
Monarch Pin-On tickets impos- 
sible to remove and re-insert 
properly in another ticket—ends 
switching tickets. Monarch Mod- 
el “40” price-marks and attaches 
Pin-On tickets swiftly, all in one 
Operation. 

Clear, legible, tamper-proof price-marking the Mon- 
arch way insures selling at correct prices. Stops stock 
shrinkage ...stops “leaks” in profits. Send coupon for 
further details. 


















Fill out coupon, attach to your letterhead, mail. 


BSR-458 
The MONARCH Marking System Company 
216 South Torrence Street, Dayton 3, Ohio 
[J Send information on SENSO Labels and Model ‘‘20”’ 
(J Send information on Monarch Pin-On price-marking 
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775G Arm Chairs in Gang. Satin-Chr 


square tubing. Padded backs. Flex-spring sé 


Seating for 


Virtually Indestructible Performance 


. 


Royal shoe store furniture is rugged . . . takes day-in, day 
out, year-round abuse . . 
appeal. Easily maintained, too! For long-life economy 
choose Royal seating in square-tube Satin-Chrome o 
round-tube Bright Chrome. . . 
of tough, wipe-clean upholstery materials. 


773 Settee-for-Two. Satin-Ci 
yuare tubing. Padded back 
Flex-spring seat. Black plast 


rest > " ) olides 


. yet retains its comfort and eye- 


available in a wide variety 


315 Step-Down Table. Round chrome 


tubing. Durable wood-grain, plair 


n-finish Royaloid top and 


Aluminum edaina 
Alu j 1g 


774 Shoe Stool. Satir 
Upholstered 
t. Self-locking glides 


eat. Non-slir 


tubing 
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ROYAL METAL MANUFACTURING COMPANY 
| Park Avenue, New York 16, New York, Dept. 6-D 
Please send me free folders on Roya/ Metal Furniture and complete 
information on Roya/ Decorator and Design Planning Service. 


Individual__ 


Company 





Street_ 
City & State 
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Extra Service Draws Work 


Shoe Customers from 20 Towns 
LAFAYETTE, COLO.—Because he gives his customers 


really extraordinary service where work shoe comfort and 
durability are concerned, Charles Smith, owner of the 
Baseline Shoe Store here, sells one of central Colorado’s 
biggest work shoe volumes. 

When he first opened a retail shoe store in this tiny 


| community 15 miles northwest of Denver, Smith knew that 


work shoes would amount to a sizable share of his total 
sales volume. Not only is this a farming area, but there 
is also much industry, coal mining, dairying, and construc- 
tion work. Consequently, Smith reasoned that at least half 
of the men visiting his smart modern “neighborhood shoe 
store” would be outdoor workers of one kind or another, 
and the result was the setting up of a separate work shoe 
department at the rear of the store, built around a single 
top line of nationally advertised, better priced work shoes 
(Wolverine). 

The department is designed for simplicity, with a single 
hard wooden bench on the left side, stock shelving in the 


center, and a broad display table on which work shoes all 
the way from boys’ sizes up to a heavy duty engineer boot 


are shown. Men appreciate the fact that the department 
is well removed from women’s and children’s shoe sections 
and maintains a “rugged atmosphere” all its own. 

Before remodeling his store for shoe sales, Smith had 
operated a large, well-equipped shoe repair shop, based 
on 12 years of experience in selling shoe machinery 
through a six-state western area. When he decided to 
make a definite bid for work shoe sales, the Colorado 
dealer was not appalled by the nearness of Denver with 
its 15 million dollar population and the fact that many 
of the workers in the region were habitually buying from 
mail-order houses. He felt that if “we went much farther 
in service than any other retail store, even in Denver with 
its half million population, we could count on plenty of 
repeat business.” 

Service, as Smith sees it, lies in selling work shoes which 
will give the owner a maximum amount of comfort and 
wear for his money, backed by immediate alterations to 
produce the sort of comfort a working man can appreciate. 
The shoe repair shop, only a step or so away, was. of 
course, the ideal means of doing just that. “Most outdoor 
workers are well aware that as their shoes go, so goes the 
job.” Smith said, with a smile. “Accordingly, whether 
they are suffering from callouses, bunions, hammer toes, 
tender hills, ingrown toenails, or other problems, we sim- 
ply alter the shoe on the spot to take care of such a 
problem.” 

No extra charge is made for this sort of work, which, 
oddly enough, can be carried on either by Smith or his 
wife, Helen, who is one of the few all-around women shoe- 
makers in the nation. A farmer, for example, who con- 
tinuously suffers from callouses on his big toe, is tremen- 
dously relieved when one of the Smiths alters the shoe to 
provide more space at this point, actually stretching a 
section of the leather, cutting away the lining, or expand- 
ing the shoe to do away with the problem. Similarly, a 


| dairy worker who has arch trouble can be provided with 
| arch supports built in to his own specifications on the spot, 


and is certain to come back for his next pair. 
“We use practical economy as well as comfort as our 
approach,” Smith said. “For example, we have found that 


| the customer who buys a $14.95 pair of work shoes can 


usually expect so many months of wear from them that 
the total will be between 25 cents and 30 cents per month. 
We often display our work shoes with a sign which offers 
them at a 25 cents to 30 cents per month figure, which, 
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of course, creates a lot of curiosity and is the basis for 
grading the customer up to better-price work shoes, instead 
of the cheapest thing he can buy. Combined with the 
alteration of the shoe to the customer’s own specifications, 
this quality approach means that we can trade-up 95 per 
cent of the customers we sell.” 

The store offers an unconditional guarantee on every 
pair of work shoes, based on the type of employment the 
purchaser follows. Here, again, it is the repair depart- 
ment ready for half soling, full soles, reinforcements, 
which backs up the guarantee. There have been times, 
Smith reports, when a customer has brought a shoe back 
two or three times to “get it right,” building up such 
solid good will when the ultimate combination is worked 
out that he will be a permanent customer. 

“With little or no advertising, the work shoe department 
has become so well known that the Lafayette store is regu- 
larly pulling working men customers from at least 20 
towns in the area, with some 500 regular purchasers listed 
from Boulder, Colo., 12 miles away. To keep them buying, 
Smith has invented a “sales ticket” which is also a time- 
payment contract as well. In a box at the lower left hand 
side of the sales ticket is a short, terse agreement, which 
the customer signs, specifying down payment and term 
payments as well as other details. Around one-third of 
the total work shoe volume is sold on a credit basis in 
this way, with a small down payment and payments every 
pay day until the shoes are paid off. Smith is proud of 
the fact that he has never had a customer default to date 
and that, unless the worker moves away, he can be counted 
upon to keep buying year after year. Even when custom- 
ers do move away, they are definitely not “lost” to the 
Smith store. Instead, Smith encourages every working 
customer to keep a copy of the sales slip in his tool box 
or work clothes so that he can reorder by mail or telephone 
whenever the necessity arrives. Now, with construction 
workers moving off to such remote areas as Alaska, Cali- 
fornia, Mexico, etc.. the Baseline Shoe Store gets a regular 
flow of mail orders specifying: “The same shoe you sold 
me last time without any substitutions.” 

As many as half of the work shoe customers sold in any 
given week are bound to have been misfitted, usually on 
the basis that their shoes are too large, not designed for 
the work for which they are worn, etc.. Smith has found. 
Because this is true, he puts extremely heavy emphasis on 
fitting, makes a lasting record of every fit, and most impor- 
tant, makes sure that the customer understands exactly 
what is being done. Often. a customer will be irritated at 
what he believes is an overlong fitting, but once he feels 
the difference in comfort. to the point that the shoe re- 
quires “none of the customary breaking in.” he is usually 
converted to a “believer.” 

Through good, careful fitting, 95 per cent of the work 
shoes displayed in the store can go out without any actual 
alterations in the shoe shop. Where alterations are re- 
quired, however, the work is carried out cheerfully, while 
the customer waits if possible, or with a later will-call 
appointment. Out regularly in the area, Smith visits the 
sites at which his customers work and gets first-hand 
knowledge of their problems. As a result, when a dairy 
farmer, a. coal miner, a truck driver, or a construction 
worker comes in, he has as persuasive a list of sales ad- 
vantages as are likely to be found in any shoe store in 


the West. 


The real ancestor of today’s ski was a shoe that was 
slightly on the extraordinary side because it measured a 
minimum of three feet and a maximum of eight feet in 
length from the natural heel to the highly over extended 
tip of the toe. It was fashioned from wood and had a long 


boat-like shape. 
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MILWAUKEE 
SHOE CO. 
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¢ Goodyear welt, 


russet elk, 
plain toe blucher 


¢ Twill lined vamp, 
steel shank, 
cushion insole 
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. 80 light, so flexible, so resilient, 


you can roll them up... 
right in the palm of your hand. 


VUL-CORK SOLE DIVISION 
CAMBRIDGE RUBBER CO. 
TANEYTOWN, MARYLAND 
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A YEAR long series of special events will mark the cen- 
tennial this year of one of the world’s largest side leather 
tanneries, Albert Trostel & Sons Company of Milwaukee. 

It’s an anniversary that holds more than ordinary sig- 
nificance and satisfaction, because just over 25 years ago 
there was serious doubt the Trostel company would ever 
attain the honored age of 100, much less become a major 
tannery in terms of both production and progressiveness. 

The company’s resurgence from its low ebb of 1931 to 
its present stature centers about Albert O. Trostel, Jr., 
49-year-old Trostel president and board chairman, whose 
capabilities and energies are known throughout the tan- 
ning industry. Trostel, who has been president of the 
family company since 1936, was put in charge as general 
manager in 1931. It wasn’t a job that appealed to him, 
he recalls. The company was feeling the full effects of the 
depression; its future was bleak. His father was advanced 
in age and disheartened by the state of the company’s 
business. 

Trostel himself, only 23 at the time, had been educated 
at Zuoz College in Switzerland and at Dartmouth, but his 
training in making leather was virtually nil. However, he 
accepted the challenge, partly due to family pride, and 
under his leadership the Trostel tannery began the slow 
climb to its present status as one of the world’s largest 
side leather tanneries. 


Back in 1858 


The history of the Trostel tannery goes back to 1858 
when young German immigrant Albert Trostel] started a 
harness leather tannery in Milwaukee in partnership with 
August Gallun. Their firm, Trostel & Gallun, soon ex- 
panded into the manufacture of additional heavy leathers 
for other uses and helped Milwaukee reach the position 
of the world’s leading leather producer. 

In 1884 the Trostel and Gallun partnership was dis- 
solved and each of the old friends formed his own tannery. 
The move was prompted by misunderstandings and differ- 
ences of opinion over new operating procedures among 
younger generation members of both families, who had 
come into the business. 

Trostel died in 1907 but his sons, Albert O. and Gustav, 
had been well trained and the Albert Trostel & Sons Com- 
pany continued to flourish under their guidance. During 
World War I the company was a major supplier of mili- 
tary leather. It was adversely affected by the postwar de- 
pression and the economic ups and downs of the 1920’s 
but the Trostel tannery, along with others, dropped to an 
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ALBERT 0. TROSTEL, ROBERT W. KASTEN 
JR Vice President and 


President, Board Chairman Director of Sales 


all-time low after the great economic collapse of 1929. 

Stepping into the dismal picture in 1931, Albert O. 
Trostel, Jr., first undertook to learn the tanning business 
thoroughly, and the direct way was to work in the plant. 
He has kept up this practice through the years to retain 
his familiarity with every phase of tanning. In fact, he 
spends about 90 per cent of his time in the plant, keeping 
his experienced hand and eye on operations. 


A Solid Background 


In 1933 and 1934 Trostel laid a solid background for 
rebuilding by importing highly skilled tanning technicians 
from Europe. When Trostel became president in 1936 
upon the death of his father, the company was producing 
mainly calfskin. But in 1938 Trostel, visiting Europe, saw 
war clouds. He cabled his associates at the tannery to 
begin immediately to convert to producing side leather in 
anticipation of military needs. which would have much 
greater impact upon this type of leather production. 

This foresight and the company’s production ability gave 
it an advantage. Shortly after the close of World War II, 
a great majority of U. S. combat forces wore boots of 
Trostel leather. Even today more than half of the army 
combat boots are of Trostel leather. 

The Trostel tannery has drawn the attention of the 
entire tanning industry with its modern machinery and 
methods. It has shared its advances with other members 
of the industry. “Through the years, whenever we thought 
of a new method or technique, one of the first things we 
did was invite others in to study it,” Trostel explains. This 
led to an exchange of information among the industry. 
This was how our company expanded, using our own 
imagination and the common sense and imagination of 
other people.” 

Trostel himself had a hand in many of the company 
developments. 

The reputation of Albert Trostel & Sons as one of the 
most advanced tanneries in the ¢ountry stems from a con- 
stant stress on four elements: 

1. Use of power tools. 

2. Use of power transportation — conveyor 
belt systems and fork lift trucks. 

3. Use of gravity feed of machines, such as 
pouring dyes into a coloring drum through 
an opening in the ceiling above the drum 
to eliminate manual lifting. 

4. Chemistry. 

[CONTINUED ON PAGE 118] 
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I didn’t know about 


Uskios: 


‘local in- stock program 





...and did I 
lay an egg! 


No matter how fast your hot spring and 
summer styles are selling, you need never 
miss a sale. Just remember that your 
nearby HUSKIES’ warehouse guarantees 
delivery within 48 hours. We’re not just 
being cocky; we can prove it! So don’t 
scratch around for substitutes. Holler 
for HUSKIES on Wednesday, and open 
with a full stock on Saturday. The profits 
you hatch won’t be chickenfeed. 


HUSSCO SHOE COMPANY 
HONESDALE, PA. 


Sales and Executive Offices: 47 W. 34th St., N.Y.1,N.Y. 


LMekies 


IN-STOCK SERVICE 
GETS YOU THE 
SHOES YOU 


NEED NOW 





the only in-stock warehouse network in the w.s.a. 
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Kitty Kelly Shoestore, Brooklyn, N. Y., 
showing Thonet chairs 1368 and 1369. 


UNEXCELLED 
for simplicity, 
comfort 


and strength. 


For more than 
100 years, 
specialists 

in the manu- 
facture of 
chairs and 
fitting stools 


601 fitting stool, 14” h. 
seat: 12x11" for shoe stores. 


Write us about your seating 
needs. We will send 
appropriate illustrated material. 


THONET INDUSTRIES, INC., Dept. L 
ONE PARK AVENUE, NEW YORK 16, N. Y. 


THONET > 


INOUSTRIES 


SHOWROOMS: NEW YORK, CHICAGO, DALLAS, LOS ANGELES, 


MIAMI, STATESVILLE, N.C 





“Clara Bartons helped make 


for professional shoes”’ 
(ene Rryant 465 FIFTH AVENUE NEW YORK 17, N.Y 


Mr. Dale Lawrence, Sales Mgr. 
The H. C. Godman Company 


Columbus 16, Ohio 





Dear Dale: 


You sure helped us pick a winner with the 
Clara Barton professional shoe. Your slogan 
*Where White is Right" means as much 

to uS as it does to our customers. In a 
relatively short time we have done a 
substantial amount of volume on Clara 

Barton shoes in our stores. 

Nurses, beauticians, waitresses, and other 
professional women like the style, the 
washability, and particularly the comfort 
features they tell us they can find in no other 
shoe at the price. 


We like the quick turnover, the full mark-up 
without clearances, and the exclusive 
Clara Barton features that make sales 


almost automatic. 


Probably the best way I can say it is to tell 
you that Clara Bartons have helped make 
Lane Bryant headquarters for professional 


hoes in their respective communities. 


Cordially, 


Kath hurgeh 








Poise 


SELL AMERICA’S FINEST 
PROFESSIONAL SHOE 


Premier Duty 





(FOUNDER 
OF THE 


AMERICAN ® 


RED CROSS) 


Now available to qualified dealers 
on an exclusive franchise 


Write or phone for details 


THE H. C. GODMAN CO. 


COLUMBUS 16, OHIO 





Gone Prpent headquarters 
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Common Sense in Tanning 
[CONTINUED FROM PAGE 116] 


“Chemistry has contributed greatly to tanning in the 
past 15 years,” Trostel declares, “and will make even 
greater contributions in the years ahead.” The Trostel 
company is one of the few tanneries to maintain a tanning 
control laboratory, staffed by 10 technicians. 

Following those principles, Albert O. Trostel, Jr., has 
been able to rebuild the company to a point where two 
days of current production is equal to the entire annual 
output of 1931 when he took over as general manager. In 
the past 20 years production has increased twelvefold— 
from five million square feet of leather annually to 60 mil- 
lion square feet. The current production is equivalent to 30 
million pairs of shoes a year and much of this Trostel 
leather is sold to some of the country’s leading shoe manu- 
facturers. 

Albert Trostel is also known in the tanning industry as 
a flying man. To make the most of his time on trips to 
customers and suppliers Trostel travels in his own plane. 
In fact, Trostel Aviation Company, Inc., a subsidiary, 
maintains two twin-engined planes to assure rapid and 
personal contact between Trostel officials and customers 
and prompt delivery on rush orders. 

The company is proud of its employe relations. Some 
250 plant workers, one third of the production force, have 
been with the firm for 10 years or more. There hasn’t 
been a major layoff in 20 years. 

Trostel has an associate firm at Lake Geneva, Wis., 
Albert Trostel Packings Ltd., which manufactures oil seals, 
pneumatic and hydraulic packings and other leather and 
synthetic products for industry. Employment there is 
about 350. 

“Art in Tanning” 

The opening centennial event for the company took place 
February 15 at a home town preview of “Art in Tanning,” 
a unique series of nine paintings by nationally known 
Beloit, Wis., artist Franklin Boggs, who was commissioned 
to commemorate the Trostel centennial on canvas, depict- 
ing highlights of the Trostel operation. “Art in Tanning” 
also will be given a special showing at the Tanners Coun- 
cil leather show in New York and plans are being con- 
sidered for displaying the series at other leather and shoe 
shows and at international trade fairs in England and 
Europe. 

Franklin Boggs, creator of the Trostel series, is artist 
in residence and head of the art department at Beloit Col- 
lege. He has executed commissions at the new Mayo 
diagnostic clinic, Rochester, Minn.; for the A. S. Aloe 
medical supplies firm at New Orleans, and in Uraguay and 
Argentina. In 1948 he was selected by Life magazine as 
one of the 19 outstanding young American painters. 

Additionally, the Trostel centennial will be observed in 
special employe functions during the year and in a series 
of open houses at the Trostel plant for customers and 
suppliers. 

Albert O. Trostel, Jr., third generation to guide the 
Trostel tannery, is confident of the future of the tanning 
industry. “Chemistry’s future contributions will bring great 
opportunities,” he declares. “And _ population 
should assure a vigorous leather market. 

“T can think of no more opportune time than our cen- 
tennial to rededicate the Albert Trostel & Sons Company 
to the standards of fine tanning and technological advance 
which have been the preoccupation of our first 100 years. 

“We also look forward to continuing the fine associa- 
tions with our customers and suppliers which have con- 
tributed to a large extent to our present status.” 


growth 
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We Miss You 
BOULDER, COLO.—Time spent during the summer 


months in writing “Miss You” post cards to hundreds of 
college students pays off during the winter months in a 
healthy extra volume of shoe sales for The Shoe Box, here. 

This unusual departure from standard advertising meth- 
ods was developed by Harry Guthrie, who operates three 
Shoe Box stores in Boulder and Estes Park. Colorado, as 
well as the exclusive French Boot Shop, just off the campus 
of Colorado University. 

During the “slow months” of the summer, when college 
enrollment drops from near 10,000 to a few thousand short- 
term summer students, Mrs. Harry Guthrie spends her 
hours between customers at a desk at the rear of the 
French Boot Shop, writing friendly, non-commercial post 
cards to undergraduate girls “home for the summer.” 

Names and addresses are simply taken from the college 
directory and each is transferred to a list checked to de- 
termine which girls are freshmen, sophomores, and juniors, 
and thus likely to return the following year. More than 
3.000 names were obtained during the 1957 college season, 
and to each of them Mrs. Guthrie personally wrote a two- 
cent post card, bearing the familiar “pink poodle” trade- 
mark of the French Boot Shop. Copy on each card, all 
written by hand, consisted of a greeting by name, such, as 
“Dear Dorothy,” followed by the statement, “We miss you 
and will be happy to see you when you return again for 
the fall term.” Each card was signed simply by Mrs. 
Guthrie, and “The French Boot Shop,” written out in long 
hand. 

The cards, as received by college undergraduate students 
in all states throughout the country and several foreign 
countries as well, have always been a pleasant surprise, 
Mrs. Guthrie reported, and even though the student mem- 
tioned may never have been a customer of either The Shoe 
Box or The French Boot Shop, the chances are that she 
will drop in at either store to thank the Guthries for their 
thoughtfulness. There have even been some mail orders 
accumulated from this unusual source, Mrs. Guthrie like- 
wise pointed out, as girls, reminded of the source of shoes 
which they had enjoyed during the past school term, wrote 
in to replace them. One order for a dozen pairs of better- 
priced casuals was a gift purchase by a student whose 
sorority mates at home had admired an expensive pair of 
ballet slippers. 

Naturally, production of so many cards entirely by hand 
is a long-drawn-out, tedious process, but results have been 
so outstanding during each previous mailing that the Colo- 
rado shoe organization cheerfully tackles the job, spread- 
ing it out over the entire three-month summer season. 


Trade-in Builds Traffic 
ENGLEWOOD, COLO.—When the shoe retailer finds 


things getting dull there is no better stunt for “waking up” 
the public and building traffic than a “trade-in sale,” ac- 


cording to C. B. Autrey, manager of Rollnick’s, family — 


footwear retailers here. 

That was the case in mid-November, last year, when 
during the pre-Christmas period sales and traffic were at 
a low ebb. 

When downtown Englewood merchants staged a Value 
Day city-wide promotion, Autrey was ready with his own 
attention-arresting stunt. This was a “trade-in sale,” when 
each of the store’s regular customers was invited to bring 
in any old pair of shoes as a trade-in on any new pair 
priced at $4.99 or more. Signs in the store window and a 
newspaper ad pointed out that the trade-in shoes would be 
given to Good Will Industries, a local charity institution. 
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Program at St. Louis 
12th Annual Fall Showing 
[CONTINUED FROM PAGE 101] 


mittee members include Herman W. 
Mostow, L. J. O’Neill Shoe Com- 
pany; Leo B. Hollander, Midwest 
Footwear, Inc.; William Wolff, 
Wolff Shoe Manufacturing Com- 
pany; John W. Kenney, Winthrop 
Shoe Company; Homer P. Deevers, 
Deevers Shoe Company; David E. 
Ward, Trimfoot Company; and 
Michael Lipscomb, Town & Coun- 
try Shoes, Inc. 

As general chairman of the 
Twelfth Annual Fall Showing, W. 
Ted Shaw extends his red carpet 
welcome to Show visitors, with 
every good wish for their pleasure 
and profit. William Kaplan, Carmo 
Shoe Manufacturing Company, 
serves as co-chairman with Mr. 
Shaw. The general committee in 
charge of overseeing all details 
consists of C. W. Carson, Tweedie 
Footwear Corporation; J. Roger 
Johansen, Johansen Brothers Shoe 
Corporation; James S. Legg, Hey- 
days Shoes, Inc.; Ruth Klump, Val- 
ley Shoe Corporation; Walter John- 


these terrific 


SEBAGO-MOC 


selling features 


V Mellow-rich leathers 


V Smart styling by skilled 


Maine craftsmen 
V Steel arch support 
V Kemblo foam filler 


V Crown Neolite soles 


D. Bickel, Accent Shoe Company; 
Bert L. Bishop, Sport Specialty 
Shoemakers, Inc.; and Leo Snyder, 
Camille Designs, Inc. 


What’s in a Shoe 
and How to Sell It 
[CONTINUED FROM PAGE 65] 

Cork is applied as a filler either 
as a dinked-out or pre-shaped solid 
plug; or it comes in a “soft” form 
of ground cork mixed with latex, 
and is “spread” on like peanut 
butter. 

In the solid plug form it must be 
perfectly pre-shaped, and of just 
the right thickness, to fill the shape 
and depth of the cavity. Thickness 
averages between 4 and %% inches. 

There are two types of “soft” 
filler: cold and hot, each type with 
its respective merits. About 80 per 
cent of the filler used today is of the 
hot variety. This is spread on, then 
leveled. It solidifies as it dries. 

The structural purpose of the 
cork filler is to fill the cavity be- 
tween outsole and insole, as in a 
Goodyear welt shoe. However, cork 
filler also serves a very important 


purpose in terms of shoe perform- 


ance. Some of the good comfort 
qualities—and sometimes shoe dis- 
comfort (such as customer com- 
plaints of burning feet, or aching 
under the ball of the foot)—can be 
traced to this cork filler. Few shoe 
salesmen, and rarely the customer, 
realize this, because the filler is a 
concealed component and _ seldom 
receives consideration as deserved. 

This filler acts as a cushion under 
the foot. Cork is 50 per cent air 
space or trapped air cells. Hence 
its excellent resilience properties. It 
also influences the flexibility of the 
shoe in walking, thus is a contribut- 
ing factor to foot comfort. 

A good quality cork filler is im- 
portant to the comfort, structural 
stability and appearance of the shoe 
—and more so than realized. An 
inferior quality filler—or one im- 
properly applied — will result in 
“creep.” This means that the filler 
loses its original shape. It thins 
out in the center under the ball 
(where resilience is most needed), 
but thickens toward the toe area and 
at the shank area behind the ball. 
It also thickens at the sides of the 
shoe’s forepart. This is called 
“creep.” The end result is a saucer- 
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dancing class. Their flawless fit lasts washing after washing. 
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All prices are retail 

Write Dept. B for complete information and illustrated catalog 


DANSKIN Inc: 


like or concave bottom into which 
the metatarsal arch “falls” to con- 
form to the saucer. This may cause 
calluses or burning feet or arch 
ache. 

Again, the creep may result in a 
lumpy insole surface, which in itself 
causes general foot discomfort in 
standing or walking. Thus _ it’s 
obvious that a cork filler must have 
“dimensional stability” — that is, 
retain its original shape and not 
creep or change form. Remember, 
the average foot flexes about 10,000 
times a day. It also bears a total 
of about 700 tons of weight a day. 
It’s obvious that a good quality 
filler is needed to withstand this 
kind of abuse and at the same time 
remain intact. 

Felt is another common filler 
material used. It’s frequently used 
in women’s, girls’ and men’s cement- 
process shoes. It’s commonly found 
in soft-sole slippers, but as an 
innersole. 

As a filler, used to fill the cavity 
between insole and outsole in cement 
shoes, it comes as a pre-shaped plug 
that’s inserted into the cavity. The 
thickness varies, from 1/16 to 3/16 
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inches. 

A very recent innovation is the 
combination felt and leather fiber 
innersole, developed to meet the 
modern demand for a highly flexible 
women’s shoe. The back half of the 
innersole is of leather fiber, the 
forepart of felt—or part felt and 
part fiber (at the toe). 

Felt is highly compressible and 
doesn’t spread when it’s’ thinned 
down with wear. It is soft, flexible 
and resilient—three qualities im- 
portant for a filler material. It is 
also porous, and serves as an insula- 
tor (for example, it’s used as a slip 
sole inside the shoe of ice skates). 

There are various types and 
qualities of felt used. Wool felt is 
the best and most used. There are 
also non-woven fabrics made of 
synthetic fibers whose end appear- 
ance simulates felt. There are also 
jute felts. 


Foam Rubber 


Foam rubber was introduced to 
the shoe industry on a commercial 
scale about seven or eight years ago. 
It gained wide and rapid popularity 
for under-foot purposes in shoes 


Only Danskin 
leotards are full- 
fashioned, as are 

Danskin tights and 
trunks. All designs 
protected by 

U. S. Pat. Off. 


Free displays 
and mats 
on request. 


437 FIFTH AVENUE, NEW YORK 16, N. Y. 
AMERICA’S FOREMOST STYLISTS AND MAKERS OF DANCEWEAR 


because of its extreme lightness and 
the soft comfort it provided in 
standing or walking. 

Today we see much foam rubber 
used as a filler material (in the same 
manner as cork or felt), or com- 
bined with innersoles (it’s also used 
in heel pads, or combined with a 
socklining). 

Foam rubber is made of synthetic 
rubber. It is filled with tiny spaces 
or air cells. This structural design 
gives foam rubber high resiliency, 
lightness of weight, extreme flexi- 
bility, as well as breathability. For 
use in shoes, it usually comes in 
three thicknesses: 3/16, 1/6 and 1% 
inches. 

From a shoe-performance stand- 
point, basic purpose of foam rubber 
is to provide walking comfort by 
virtue of the cushioning effect on 
the foot. This feature alone has 
made foam rubber extremely popu- 
lar, particularly in many types of 
women’s shoes. 


Platforms 


Several years ago the platform 
shoe for women had a long reign 
[CONTINUED ON FOLLOWING PAGE| 
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of popularity. Platforms ran any- 
where from % to two inches in 
height. The platform was an im- 
portant style feature. It also served 
to add height for short women, and 
provided a measure of foot comfort 
because of its cushioning effect in 
walking. Some platform shoes are 
still made today, usually in the more 


shallow thicknesses, and are still 
popular in some parts of the 
country. 


Also, the platform is an integral 
part of the slip-lasted or California 
process of shoe construction, which 













HAVE 
YOU 
NOTICED... 





came into commercial use about 
1942. Several millions of pairs of 
these shoes—chiefly in the casual and 
playshoe field—are made annually 
today. The platform is concealed by 
a cover of the same material as the 
upper, so that it’s integrated into 
the over-all appearance of the shoe. 
One reason for the popularity of the 
slip-lasted shoe is its easy comfort 
—by virtue of the platform base. 
Actually, a platform is a kind of 
midsole. It’s usually made of a cork- 
rubber combination, or by combin- 
ing cork and leatherboard, or sponge 
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that the nation’s leading foct- 


fitting specialists use Alden-Pedic shoes to satisfy 
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business? If you haven't... may we tell you 


about our exclusive Foot-Balance® program? 
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and leatherboard. The laminated 
forms have become more popular. 
Because of the “bulk” involved in 
the platform, only lightweight and 
resilient materials are used. 


How to Sell These Components 


As you’ve seen, there’s much more 
to the bottom portion of a shoe 
than just the insole and outsole. 
Now, if these other shoe bottom 
components are used, they’re put in 
the shoe for some constructive or 
helpful purpose. In short, they are 
designed to contribute something to 
the shoe’s performance values. And 
these values are something that the 
consumer should know and wants 
to know. By citing or demonstrating 
these features, you can put the shoe 
in a light of higher value in the eyes 
of the consumer. Here, then, are 
some specific “selling points’ which 
you can use in regard to these com- 
ponents. 


The Midsole: 

1) Cite its basic purpose: It adds 
strength and wear value to the shoe. 

2) It helps create a more secure 
or intact shoe—an important factor 
in shoes that take much abuse— 
work shoes, outdoor boots, certain 
children’s shoes, etc. 

3) Point up the importance of 
“dimensional _ stability” (though 
don’t use that complex term). In 
short, the midsole material will hold 
its shape with wear and stay even 
around the edges. 

4) Added  water-resistance, by 
virtue of the midsole, is another 
important feature, particularly in 
work shoes, outdoor boots and child- 
ren’s shoes. 

5) Added 
factor. 

6) A thicker sole without loss of 
flexibility. Point up the inherent 
high flexibility of the midsole — 
made especially so to maintain the 
shoe’s natural flexibility. 

(Note: Visual demonstration is a 
very effective way of pointing up 
the function and value of the mid- 
sole. A sample shoe, cut across the 
pall, makes an excellent exhibit item 
that dramatizes the midsole’s fea- 
tures. ) 


comfort is another 


Cork and Felt Fillers: 

Here you must or should have a 
sample shoe, also cut through across 
the ball, to tell the story of these 
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features effectively. Shown in this 
manner, you have a very interesting 
story to present—and one, as experi- 
ence shows, to which the consumer 
is very attentive because it’s usually 
a first-time event for him or her. 

1) Point to the cork or felt filler 
in the cross-cut shoe. Cite briefly 
its basic purpose—as a filler. 

2) Explain it as an important 
comfort factor — because of its 
cushioning effect and high flexi- 
bility. 

3) Stress its stability—the fact 
that it will stay level and even with 
wear (despite 10,000 steps and 700 
tons of weight on it daily). And 
when the filler remains intact or 
level, it’s an insurance of foot com- 
fort (no lumping of the insole). A 
sound, stable, good quality filler is a 
major contribution to foot health 
and foot comfort—often prevents or 
relieves burning or aching or cal- 
luses in the metatarsal area. In 
children’s shoes it makes an im- 
portant contribution to healthy foot 
development. 


Foam Rubber: 

Again, the sample cut-across shoe 
is effective to demonstrate the use 
of foam or sponge rubber as a shoe 
bottom component. Add to this a 
little piece of foam rubber itself— 
a piece about two or three inches 
square. 

1) Lightness of weight (let the 
customer feel the sample piece of 
foam or sponge rubber). 

2) Resilience. This, of course, is 
the major selling point here—the 
comfort from foot cushioning. 
Again, use the sample piece for 
demonstration. 

3) Porosity—which means foot 
breathability. Show the countless 
tiny air cells in the sample piece 
of foam rubber. Smoke can be blown 
through it—a very effective demon- 
stration of breathability. 


Platforms: 

The style factor is obvious. A 
woman buys a platform shoe because 
she likes the style. But to this can 
be added these selling points: 

1) Comfort. Cite the reason be- 
hind the comfort factor—for ex- 
ample, the resilient cork compound 
that gives a subtle “bounce” to each 
step, and helps prevent fatigue. 
Also, cite the lightness of weight 
because of the cork compound. 

2) The platform, or its materials, 
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serves as a good insulator against 
either heat or cold. This is another 
plus factor. 

3) If the shoe is made on a slip- 
lasted or California process, show 
the platform (via a cross-cut shoe) 
as an essential part of the con- 
struction. Then to this add the other 
features of the platform—comfort, 
resilience, lightness of weight, in- 
sulation. 


Pfister & Vogel Tanning Com- 
pany, Milwaukee, has appointed 
Ralph H. Simpson, of Columbus, O., 
as its agent for Ohio and Indiana. 


Regano Assigns Territory 

HAVERHILL, MASS. — John E. 
Shevenell, who maintains offices at 21 
Spruce St., New York, will take on 
additional territory in the New York 
City-Brooklyn area for the Regano 
Box Toe Company of Haverhill. 
Under an arrangement announced by 
Daniel J. Ryan, president of the 
Regano firm, Shevenell and 
ciates will cover the shoe manufac- 
turing trade in all of New York 
State, New Jersey, Pennsylvania, 
Maryland and West Virginia with 
the Regano line. 


asso- 
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ROBABLY NOTHING! But he does 

know good work shoes when he 
wears them. So, don’t take a chance. 
Give him a shoe that’s comfortable — 
a shoe that will wear better and last 
longer—a shoe that has FARBERIZED 
INSOLES AND WELTING. 


%* FARBERIZING replaces water soluble 
tannins with a special compound which 
seals each fibre against moisture, yet, 
maintains the porosity of the leather. 
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Review of the 


Retail Trade 


| CONTINUED FROM PAGE 107] 


and extremely pointed toes and 
lower narrow heels are not taking 
hold so well in stores on the west 
slope of the Rockies and in smaller 
plains cities. Blue calf is No. 2 in 
some women’s shoe salons, while in 
others red is closely following black 
patent. 

There’s been only mediocre in- 
terest to date in flowered prints al- 
though promotions have been em- 
phasizing them. Beige tones are 
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FARBERIZED INSOLES and WELTING 


make any work shoe a better buy! 


selling slowly. A leading retailer 
said that his store has been suc- 
cessful in selling new silk prints 
in pumps with high and mid heels 
at $18.95. Another shoe buyer said 
that he is constantly reordering 2 
$13.95 number in soft-toed patents 
with smart in-between walking 
heel, elasticized throat and bow on 
the toe, “for girls from 16 to 60.” 
All retailers of style shoes said 
that bows are a “must” thus far 
this spring. Cling and T-strap san- 
dals with cover-up toes have been 
selling well in the $9.98 to $12.98 
range, with teen-age girls biggest 






buyers of the T-straps. 

Polished leathers are gaining in 
an exclusive salon in the $21.95 
to $22.95 range, with navy, spring 
brown, red and black in demand. 
These are being promoted as suit 
pumps. Only trim in some numbers 
is a laced toe or bow in contrasting 
color. 

In men’s shoes, two-eyelet ties 
and slipons with Continental styl- 
ing have been selling best. Brown 
has been gaining in color on black, 
which has rated tops for many 


months. 


* * * 





Easter Purchasing Splurge 
Awaited at Milwaukee 


MARCH volume grew slowly. Pre- 
Easter promotional efforts by down- 
town and shopping centers stimu- 
lated fair store traffic for spring 
wear. But a stretch of several days 
of clear, warmer weather were 
needed to trigger off a strong run of 
spring selling. 

Dealers report a noticeable tenden- 
cy for the public to shop for lower 
priced shoes, particularly in chil- 
dren’s lines. Volume in the few rack 
stores in the area is said to have 
climbed in the past few months. 

Aside from the few strictly high 
fashion shops here, most dealers re- 
port blueprinting a rather conserva- 
tive plan of action for the balance 
of the year. Several key buyers indi- 
cated they are trimming purchases 
of styles while placing greater stress 
on staples. According to an old-timer 
here: “We’re going to have to work 
harder to sell what we have in the 
store.” 

Accessories departments continue 
to gain importance in shoe stores 
here. The need to coordinate acces- 
sory styles with the shoe features 
spawned by the new chemise modes 
sparked handbag volume. The fash- 
ion trend has also lent some impetus 
to sales of colored hosiery. 

The printed suede and silk prints 
are reported solidly established as 
fashion salon favorites. Colored pat- 
ents are moving well, with red and 
navy in the van. 

Men’s buyers say business held at 
a satisfactory level until March. 
Easter volume, expected to hit the 
men’s departments as it usually does 
after the ladies’ department holiday 
volume tapers off, is expected to be 
slightly under last year’s men’s shoe 
totals. 
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Brouwer’s men’s department buyer 
noted surprisingly good results with 
promotions of crepe sole, casual shoes 
in the $10.95 bracket. Buyers gen- 
erally are reporting building interest 
in casual type men’s shoes. Slip-ons 
are picked to gain in importance. 

Number one boys’ shoe style in 
several important outlets here have 
been shoe latch numbers, with the 
black units outselling other colors by 
at least two to one. 

Shoe people searching for bright 
notes in the current business condi- 


tions might gain comfort from the | 


viewpoints of a progressive Mil- 
waukee retailer: “The answer to the 
recession in the shoe retail business 
is more emphasis on style and ag- 
gressive merchandising. The days of 
bringing out only two pairs of shoes 
to show a customer is gone. Our 
sales people are instructed to show 
three or four pairs now to stimulate 
our customers’ desires for a larger, 
up-to-date shoe wardrobe,” said Jim 
Kujawa, manager, Packard-Rellin, 
downtown shoe salon. 

* * * 


Omaha Shoe Sales Spotty 
For 1958 First Quarter 


SHOES sold spottily in Omaha, 
Neb., for the first quarter of 1958. 
A slack period in February was 
attributed to wintry weather, but 
women’s and children’s footwear was 
selling ahead of last year in late 
March. Men’s volume was down and 
overall figures were listed as about 
even with 1957 for the three-month 
period. 

Children’s shoes have provided the 
brighter side of the picture this 
year, Omaha merchants said; unit 
volume generally has exceeded last 
year. 

The annual “Omaha Day” spring 
sales promotion in March brought 
good response in both women’s and 
children’s shoes, according to George 
Wruck, executive secretary of the 
Associated Retailers of Omaha, 
which sponsors the event. He noted 
that the economy of the Omaha area, 
what with good live-stock prices 
and a good crop year after two 
years of drought, is better than in 
many parts of the country. 

A large percentage of the Omaha 
Day customers were from out of 
town, he added. They came early 
in the morning and apparently 
stayed most of the day. 

A dressing up of children’s foot- 
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wear styles has benefitted pre- 
Easter sales, one shoe store manager 
reported. Patent leather pumps 
have been a best seller. Pumps 
featuring raised heels and_ ta- 
pered toes created much interest, he 
stated. Red, Navy, bone and a num- 
ber of bright shades followed black 
in color preference. 

T-straps, ankle-straps and swivel- 
straps in black patent, bright red 
and blue smooth leather have been 
outstanding for the Easter season. 
Traffic also has been good in shoes 
for every day wear, with Ivy League 


saddles, traditional saddles and 
strollers getting a big play. 

Bright colored shoes with pointed 
and tapered toes started selling well 
to Omaha women in March, the 
stores reported. The thin heel was 
still selling, and its popularity this 
season was enhanced by an advance- 
ment in design which makes for 
less breakage in the needle heel. 
Closed-toe, open-back slings and 
sandals have gained favor for Easter. 

Bright red has been an outstand- 
ing color, although navy and black 

[CONTINUED ON FOLLOWING PAGE] 
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have led in volume in Omaha to 
date. Brown remains good, and 
beige and gray have sold both in 
very light and very dark shades. 
New, exotic bright colors have given 
an indication of catching on. 
College and high school girls in 
Omaha were buying the casual flat. 
Favorite style features the tapered 
toe, and crepe soles were in demand. 
Men’s shoes have not kept pace 
with women’s and children’s foot- 
wear, Omaha buyers were agreed. 


Some of the new trends created 
interest in March, however, with 


the slim silhouette and light-weight 
construction liked by business and 
professional men. Followers of the 
“natural look” in men’s clothing 
were also going in for the lighter 
footwear. 

Black has been the predominate 
color so far this spring, but beige 
and an off-shade brown also were 
good. New strap and buckle closings 
in casual styles were finding favor 
with college men at one store. 

Work shoe sales were running 
from about even with last year to 
as much as 30 per cent off. A chain 
store men’s shoe department mana- 
ger noted more trading down than 


You can Sell More Pairs uppered with / ~... 


Cz 


et6 us aT OFF 


BS 














for the past several years. 
Brightest spot in men’s depart- 
ments was in storm footwear. Due 
to more snow than for the past 
three years, overshoes have doubled 
and tripled last year’s volume. Chil- 
dren’s and women’s rubber footwear 
business also has been good. 


The American Family 
Shoe Wardrobe 

[CONTINUED FROM PAGE 103] 
with a radio interview over Rome’s 
station WRGA. 

Edward J. McDonald, executive 
vice president of the National Shoe 
Retailers’ Association, wired con- 
gratulations to C. C. Poplin, presi- 
dent of the Rome Shoe Dealers’ 
Association. Mr. McDonald cited the 
Rome promotion effort “‘out- 
standing.” 

Mr. Poplin said, “The Wardrobe 
promotion clicked from the very 
start even with a bad break in the 
weather and we’re going well ahead 
of last year on sales.” 

In Tucson the Tucson Shoe Re- 
tailers’ Association in cooperation 
with the National Shoe Institute, 
and with the assistance of the lead- 
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ing fashion magazines and the local 
newspapers, produced a special 10- 
page Easter shoe section with the 
lead page and several inside pages 
in color. 

William T. Lewis, a leading re- 
tailer, and Oscar Montano, president 
of the Association, also arranged 
for promotional radio and TV cov- 
erage and personal appearances. The 
Association also sponsored the Ward- 
robe contest with frequent newspa- 
per ads, and radio and TV programs. 
Wichita, Kansas, was also a pilot 
city. Retailers at Waterloo, lowa— 
initially scheduled to be a pilot city 
—decided to follow conventiona} 
spring merchandising schemes. 


Straps in Baby Shoes 





IT’S STRAPS for this 


baby 
spring and summer, according to 
John Yachett, president of Yachett 


Shoe Mfg. Co., Rochester, N. Y. In 
the company’s Little Buttercup line, 
one of the smartest styles is a 
Mary Jane, No. 772, with an extra 
flexible toe with plenty of room and 
a sparkling side buckle to accent 
its smartness. It is available in 
white, sizes 0 to 3. 

Another style the company is 
highlighting is No. 872, a white T- 
strap (illustrated). This is a side 
buckle in the intermediate or first 
step size range. Besides adding in- 
terest to the design, the T helps the 
shoe hug the foot. It is available 
in whole and half sizes 1 to 4. 


One Floor Replaces Two 
At Long-Established Store 

OKLAHOMA CITY, OKLA. —A 
36-year-old Main St. landmark, Nis- 
sens Shoe Store, has had its face 
lifted and its interior altered mark- 
edly. 

Not only is there a new front of 
colored tile and stone. All depart- 
ments, women’s, men’s and chil- 
dren’s plus accessories, are now on 
the street level. In the past there 
were two selling floors. 
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Profile: Ernest Dornbush 
| CONTINUED FROM PAGE 62] 


for a short stay in their toy depart- 
ment and then as assistant to the 
manager of the women’s shoe de- 
partment ... with direct responsi- 
bility for the operation of the casual 
shoe department. In the spring of 
1955, he was made manager of all 
shoes in the Hempstead store and 
held that position until August, 
1956, when he moved to Gimbels. 

During the past year and a half, 
Ernest Dornbush has done a phe- 
nomenal job at Gimbels. He has 
had the full buying assignment of 
all women’s shoes . . . casuals, slip- 
pers, dress shoes ... for the New 
York store as well as the suburban 
branches in Yonkers, New York, ... 
Valley Stream and Bayshore, Long 
Island. In that short period of time, 
he has reactivated the shoe depart- 
ments ... stirred them into a new 
and exciting reason for existence. 
That he is heading in the right di- 
rection was proved by the figures for 
his first year’s operation ... an in- 
crease of 39 per cent. 

His objective is to develop the 
fashion end of the shoe business at 
Gimbels, with the emphasis on lead- 
ing fashion lines like DeLiso Debs 
(they do the biggest single job on 
this line in the whole metropolitan 
and Brooklyn area) and De Angelo. 
He discounts much of the pessimistic 
talk about the uncertainty of these 
times and says: “We are at a point 
where we have to separate the men 
from the boys in business, as such. 
There is no middle road to thinking, 
action or progress. Operations will 
be extremely good or extremely 
poor! 

“T prefer to look on the brighter 
side. I believe there is a way to in- 
crease volume and operate profitably 

. . and that is to attract the cus- 
tomers to our department with new 
and sound planning, programming 
of events and a continuity of related 
promotions. This approach is new to 
our customers; yet it is timely and 
consumer response to our promotions 
has been most gratifying. 

“We are not resting on these suc- 
cesses. We are planning ahead. We 
have an antidote for summer dol- 
drums and slow shoe selling . .. an 
import program that we think will 
stimulate business. We are planning 
to launch our Italian Import Pro- 
gram on May Ist... presenting to 
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our customers something new, fresh 
and exciting . .. a spread of im- 
ports in a diversity of types, styles, 
colors, materials and at prices to 
reach every customer. This is our 
positive approach to a_ successful 
summer season and the seasons to 
follow; rather than sitting back 
negatively and pessimistically and 
being content to just get through 
the summer. 

“As to the future, we are optimis- 
tic. We know we will have to work 
harder, plan more thoroughly and 
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bring all facets of promotion into 
concerted action. It is a matter of 
working with the advertising and 
promotion department .. . outlining 
for them our plans, programs and 
features far enough in advance . 
giving them plenty of time to blue- 
print their ideas as to layout and 
copy. After all, the advertising de- 
partment has to get the message 
across to the consumer. The more 
time and inspiration we give them to 
tell the story and work out their best 
| CONTINUED ON FOLLOWING PAGE | 
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One of a series featuring national advertisers who are Iselin clients 


Kalmon Shoe Mfg. Co. is one of the notable shoe manufacturers who 
factor with William Iselin & Company, Inc. We are proud of our 
association with these successful companies. Iselin factoring has long 
been a basic tool of successful operation in many industries, whether 
used for financial, credit or consultative services. 
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projection . . . the more’successful 
will be the result.” 

So much for the business phase. 
There is a very important family and 
home pattern. The Dornbushes, to- 
ether with their young and 
daughter, live in a very old house in 
Freeport, Long Island. Their house 
is filled with antiques and reproduc- 
. reflecting their intense in- 
terest in Americana. In fact, one of 
Ernest’s very definite hobbies for 
the past ten years has been wood- 
working. He did most of the work 


son 


tions .. 


on their house . .. repanelling, refin- 
ishing . . . and gets terrific enjoy- 
ment and satisfaction out of the 
actual pieces of furniture he has 
made ...a Welsh cabinet, drop leaf 
table and others. 

He didn’t mention it but we would 
be safe in assuming that while his 
hands are busy fashioning reproduc- 
tions of furniture pieces from the 
past... his mind is actively project- 
ing and churning up plans and ideas 
for the future in selling women’s 
shoes. 


Venetian points and lo-line pumps need the new 
SLIM Fairy Forms for effective display. 


Why not let your shoe sales reach a new high 
point with these new SLIM forms? 


Write for new catalogue. 


SHOE FORM CO. 


AUBURN, NEW YORK 


New York City 


INC. 


St. Louis, Mo. 





Window Display Shine 


ORES SHOES TO A BEAUTIFUL WINDOW Det 
fa fase aed Cinss Finah ave formulgted te pate 
gh Ga ty weadow shine when used gr 


THE KNOMARK Manufacturing 
Co., Inc., makers of Esquire shoe 
polishes, has developed a new aerosol 
spray treatment for the preparation 
of window display shoes. The new 
product, which is called Esquire 
Window Shine, eliminates hand- 
rubbing and polishing of display 
shoes. It also ends losses resulting 
from markdowns on shoes after they 
are removed from the window. 

Esquire Window Shine is packaged 
in a two-can kit which provides up 
to 24 shines for men’s shoes and 36 
for women’s shoes. No. 1, Wax Base, 
is for the first step in the treatment; 
No. 2, Gloss Finish, provides the final 
shine. 

The application of No. 1, Wax 
3ase, conditions the leather by filling 
in, leveling and smoothing all porous 
areas and normal imperfections. No. 
2, applied over the wax base, dries 
almost instantly without the need of 
hand-rubbing and buffing. 

When the shoes are removed from 
the window, the gloss finish can be 
wiped off easily with a damp cloth. A 
light buffing with a dry cloth makes 
tiie shoes ready for sale without a 
markdown. 

Among other advantages claimed 
for Esquire Window Shine are the 
protection it provides against light, 
heat, fading and soiling in the win- 
dow. 
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Baker Reporting 
from Washington 
[CONTINUED FROM PAGE 34] 


men willing to aid the govern- 
ment in an emergency is Harold P. 
Berk, of the Bourque Shoe Co., Inc., 
Raymond, N. H. 

Mr. Berk joins five other leather 
or footwear executives who have 
agreed to advise and assist the gov- 
ernment in time of emergency. These 
five executives are Harold Connett, 
Surpass Leather Co., Philadelphia; 
Ben Roberts, Barkey Importing Co., 
New York, N. Y.; Leonard Nectow, 
A. S. Beck Co., Boston; 


Inc., Indianapolis. 

All of these executives have been 
cleared for access to classified (con- 
fidential, secret, top secret) govern- 
ment reports. 

The responsibility for lining up 
top leather industry executives is in 
the hands of J. G. Schnitzer, direc- 
tor of the Leather, Shoes and Allied 
Products Division, Business and De- 
fense Services Administration, U. S. 
Department of Commerce. Mr. 
Schnitzer’s eventual goal is to have 


George | 
Harding, Howes Leather Co., Bos- | 
ton, and Merle Delph, M. A. Delph, | 


to maintain prices set by manufac- 
turers, the discount house has lost 
its chief reason for being, it is 
pointed out. 

It is noted in government circles 
that the recent abandonment of fair 
trade is limited to appliances and 
other durable goods. Following Gen- 
eral Electric’s announcement that it 
was cancelling its fair trade con- 
tracts as “hopeless,” Sunbeam, Mc- 
Graw Electric, and Ronson quickly 
followed suit. 

Since the public may now obtain 
the same—or lower prices—in legiti- 


mate retail outlets and in depart- 
ment stores, there is no longer any 
incentive for consumers to shop dis- 
count houses. 

Fair trade flourished in the 1940's 
because of the general shortage of 
all types of consumer goods. War 
production had sharply curtailed the 
output of all types of consumer 
goods—hard and soft. Manufac- 
turers were in the driver’s seat. They 
could fix the retail price of toasters, 
for example, and make the price 
stick. But when civilian production 

| CONTINUED ON FOLLOWING PAGE | 
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sales were Up 18% for 1957! 


about 60 leather and footwear ex- | 


ecutives on his list of businessmen 
willing to serve the government in 
time of emergency. At present, he 
is recruiting only officials connected 
with production. Officials associated 
with distribution (wholesale, retail) 
are not being signed up at this time. 

The government’s goal is 1,500 
businessmen from all industries, in- 
cluding the 60 from the leather and 
footwear industries. At present, 652 
have signed up, including the six 
from the leather and footwear in- 
dustries. 

All government jobs in a future 
emergency won’t be in Washington. 
The government is establishing what 
it calls “emergency relocation cen- 
ters” 
country. (Purpose: If Washington 
is destroyed, the functions of the 
federal government are to be carried 
on in one or more of these “reloca- 
tion” sites. Small cadres of workers 


are already on permanent duty at | 


some of these emergency sites.) 


VENTILATED VAMP AND QUARTERS, 
cool as a Summer breeze, brown Cossack 
upper leather, U-wing tip 4-eyelet 
oxford, natural welt with white 
stitch, steel arch, Nylon stitched, right 
and left quarters, leather outsole, 
rubber heel, on our No. 14 Combination 
last. IN-STOCK to retail profitably 

at $10.95. Also in black as No. 1462. 


in different sections of tha | 


WRITE TODAY 


Shaw sales figures continue to 

climb, as more and more retailers 
join the ever-growing list of Shaw 
users. These smart retailers 
checked the facts — and found 
only Shaw shoes give them that 
unique combination of quality at 
a sensible price! 

These features build our sales 
—and they'll build yours too! 
Fine fitting combination lasts .. . 

fresh styling . . . fine crafts- 
manship . . . national ad- 
vertising in FOUR lead- 
ing men's magazines... 
plus Shaw's unique Trade 
Builder way of supplying 
you with OVER-NIGHT DE- 
LIVERY from our over 60 
distributors, serving every 
county in the country — 
your inventories are low, 
your profits high! These 
Shaw features, with shoes 
at a moderate price, mean 
dollars in your pocket! 


for the name of your nearest 
Shaw Trade Builder distributor 
and new IN-STOCK catalog, 
showing our complete line of 
men’s casual, dress, work and 


comfort shoes. 


The recent collapse of fair trade | 


agreements in hard goods may bring 


on the decline of discount houses, | 
some government economists believe. | 
Since retailers are no longer bound | 
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M.T. SHAW, Inc., 
Coldwater, Michigan 





Was stepped up and the shelves were 
once more filled with an abundance 
of goods of all descriptions, consum- 
ers began to shop around. 

Today, with plentiful supplies of all 
kinds of goods, fair trade is practi- 
cally extinct. It is next to impossible 
to enforce. Until another war brings 
on shortages of civilian-type goods, 
there is virtually no hope that fair 
trade laws will again be enforced. 

Any plans the discount houses may 
have had for enlarging their shoe 
trade have probably been slowed 
down or possibly halted by the Gen- 
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SAME NAME. SAME COMFORT- SAME PROFIT! 


Dn HEE BS 


the 
outdoor 

shoe 
for the 
indoor 

man 


Yes, the name’s the same — genuine Dunham's 
Tyroleans®, and so is the profit potential! New Dunham’s Tyrolean 
‘Executives” have all the comfort features, all the appeal, all the aggressive 
advertising that are making original Dunham’s Tyroleans® such a selling 
sensation! Take advantage of the demand... 
more profitable — to sell genuine Dunham's Tyroleans® — and new 


Dunham's Tyrolean “Executives” — than to waste time and lose customers by 


Distributed in the East by DUNHAM BROTHERS COMPANY, Brattleboro 14, Vt. 
— in the Midwest by AINSWORTH SHOE COMPANY, Toledo 4, Ohio 

— in the Northwest by DODSON-FISHER COMPANY, St. Paul, Minn. 

— in the Southwest by B. ROSENBERG & SONS, New Orleans, Lo. 


Hh DUNHAM, BROTHERS COMPANY 


stocking imitations. Get all the details today! 


eral Electric decision, in the opinion 
of the government’s top leather 
economist, J. G. Schnitzer, director 
of the Leather, Shoes and Allied 
Products Div., Business and Defense 
Services Administration, U. S. De- 
partment of Commerce. “The collapse 
of fair trade agreements may have 
slowed the discount houses in their 
plans to expand their footwear pur- 
chases and sales,” Mr. Schnitzer tells 
BOOT AND SHOE RECORDER. 


The Defense Department says it 
will award more of its contracts in 








it’s much easier — and 


the 
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shoe 
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_ man 





areas hardest hit by the recession. 
It’s part of the Eisenhower Adminis- 
tration’s over-all plan for easing the 
hard times being experienced in 
many localities. 

This means that a small manufac- 
turer, located in a depressed area, 
now has the best chance of winning 
a government contract. (Policies 
previously in effect dictated that 
preference in the awarding of con- 
tracts should go to small firms.) 
Next best: Medium-size or large 
firms located in depressed areas. 

Total military spending—both for 
procurement and for construction— 
is running about 50 per cent higher 
in the first half of this year, as com- 
pared with the final six months of 
1957. 


Congress is moving dangerously 
close to a wide-open defense spend- 
ing spree. In their haste to get new 
federal money into circulation at 
local levels, congressmen of both 
parties are approving orders for the 
Pentagon to start some military 
projects of little or no strategic 
value. 

Usually, the Pentagon does not 
protest any orders from the Cop- 
gress to spend more money. But 
some of the wild new spending 
authorizations emerging from Con- 
gress these days are of such ques- 
tionable merit as to cause grave con- 
cern among top military men. Some 
Pentagon officials are saying in pri- 
vate that the present wave of un- 
controlled military spending may be 
just as harmful as last year’s cut- 
backs in spending authorizations. 

The Defense Department is now 
spending for procurement at the rate 
of about $1.2 billion a month. This 
rate has been rising rapidly in re- 
cent weeks. Outlays will soon be 
coming out of Washington at just 
double this rate—about $2.4 billion 
every 30 days. These vast sums, if 
carefully budgeted for needed mili- 
tary hardware, can result in real 
benefit to the U. S. armed strength. 
But if spent carelessly for unwanted 
and unneeded supplies (for the sole 
purpose of providing jobs) the de- 
fense program will suffer a serious 
setback in value and in prestige 
from which it may be a long time 
recovering. 


There’s a better-than-even chance 
that the national highway program 
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will be souped up by Congress this 
year. It’s been lagging badly. Con- 
gress and the White House are de- 
termined to get it rolling so as to 
provide employment and to get some 
orders placed with mills for steel, 
cement, and other roadbuilding ma- 
terials. 

Trouble is partly money, partly 
inefficiency on part of state govern- 
ments in acquiring land and letting 
contracts. Money troubles arise from 
downtrend in user taxes (gas, oil, 
trucks, buses). Congress now finds 
it was too optimistic in estimating 
revenues. So there’s clamor to scrap 
the pay-as-you-go provision of the 
highway law, and to permit deficit 
financing of the new roads. Law 
may be rewritten to permit road of- 
ficials to dip into general tax rev- 
enues to augment their sagging 
“take” from user taxes. 

State governors who have spoken 
recently before the Senate roads sub- 
committee strongly urged adhering 
to the schedule. Seven states have 
proposed to raise their motor fuel 
taxes. This action would help the 
states carry their share of highway 
financing. If federal funds are plen- 
tiful in the years ahead, the major 
obstacle in the roadbuilders’ path 
can be overcome. 


This may turn out to be a record 
year for labor-management strife, 
the government’s top labor mediator 
warns. A long list of unions is de- 
manding wage increases and enrich- 
ment of some fringe benefits. And 
management in many firms is telling 
labor leaders bluntly that the extra 
money “simply isn’t there.” 

Joseph F. Finnegan, director of 
the Federal Mediation and Concilia- 
tion Service, says he’s afraid this 
year may be a bad one for work 
stoppages in many areas. 

As Finnegan puts it, labor officials 
have found it easy enough to gain 
pay rises and improved benefits in 
years when the U. S. economy was 
booming. “But trying to extract a 
dime plus (in wage increases) from 
a fellow who is looking at his income 
statement and sees his sales and 
profits falling off, and with things in 
general not so hot, that is going to 
be a neat trick,” he says. 

Keep an eye on the following in- 
dustries. All are scheduled to nego- 
tiate new labor contracts this year: 
(Unless labor backs down on some 


April 15, 1958 


of its demands, strikes are likely.) 
Automobiles (May to June), air- 
craft (April to August), farm 
equipment and trucking (July), com- 
munications (July to September), 
longshore (August), glass (Septem- 
ber), General Electric, Westing- 
house, and other electrical firms 
(October). 


Simulated Rabbit Fur 


SIMULATED rabbit fur for use 
in slippers, boots, and trimming ef- 
fects is now offered by Phillips Pre- 














mier Corporation, Boston, Mass. The 
product offers worthwhile economies 
for the manufacturer, it is reported. 
Improvements over the original are 
cited as long wear and the fact that 
it is: non-allegenic. The material is 
manufactured by the Argonaut Mills 
of Milwaukee, Wis., and uses B. F. 
Goodrich & Company’s Divan fiber. 


Paul Golliver, a veteran of seven 
years in the shoe business, has be- 
come assistant manager of the 
Biwer Shoe Store, Janesville, Wis. 


DRE | | shoes give you sales features 


that INSURE your PROFITS 


Our dealers are making greater 
profits with higher maintained 
mark-ups on DREW SHOES. 


DREW shoes simply out-perform 


others with — 


@ Fresh, imaginative styling 


Superior fit and steady repeat business 
— not subject to chain store competition 


Always IN-STOCK for greater turnover 


Extra sales and profits at $15.95 to $17.95 


Special financial assistance to 


stores and qualified persons 
starting in this field 


THE SUSIE — No. 28425, white mesh 
and calf, $9.35. Fine fit, cookie, 
featherweight. On our No. 44 last, 
14/8 Cuban heel, IN-STOCK. Sizes 
AAAA, AAA, 7 to 10; AA, 62 to 10; 
A, 6 to 10; B, 5% to 10; C, 6 to 10; 
D, 6 to 9. Also in patent and mesh, 


No. 


black kid, $9.45; No. 42383, 
flight blue calf, $9.60; No. 
31383, flax beige calf, $9.45. 
All IN-STOCK. 


13425, $9.50. Also similar 
shoe, THE PUNCH, No. 11383, 


Pelee Al cee) i 8) Mote) ite] 7 wale), | " 


LANCASTER, OHIO 


(NEW YORK OFFICE — 746 Marbridge Bldg.) 


(LOS ANGELES OFFICE — Room 881, Alexandria Hotel) 


DREW @® DR. HISS @ 


CANTILEVER-GROUND GRIPPER ® 


TOWN WALKER 











Shoe Constructions, 
The Goodyear Welt 


(CONTINUED FROM PAGE 71) 
of attachment with the welt, the 
seam does not receive the same pres- 
sure of wear as it might receive at 
other parts of the bottom. 

When the outseam is visible on the 
finished bottom of the shoe, the 
seams are said to be “stitched aloft.” 
When the seam attaching the outsole 
to the shoe is not visible, it is “chan- 
nel” stitched. A channel is made on 
the top grain, or the part to be 
stitched, and a thin piece of leather 
is raised. After the stitching this 
thin piece of leather is rolled back 
and cemented, covering the stitches. 
There may be complaints at times 
when this piece of leather unravels, 
revealing the seam, especially after 
a rainstorm when the shoes become 
very wet. By a sincere explanation 
to the customer, that this is an added 
piece of leather and is actually only 
an “extra” that was added, and that 
it does not affect the wear of the 
shoes, this complaint can be taken 
care of. 

The very nature of the construc- 
tion of welt shoes makes them de- 































































































sirable to work with when medical 
corrections are to be made. The 
method by which the outsole is at- 
tached makes it very easy to work 
with wedges and buildups that may 
be recommended by the medical pro- 
fession. 

The final processes in constructing 
the welt shoe are leveling, trimming, 
edge setting, cleaning and dressing. 
The shoes are then boxed and ship- 
ped. 

In fitting shoes made with welt 
construction, the sales person must 
always think of the precision used 
in manufacture. There is no room 
for error. The shoe must be fitted 
in the correct size and proper last 
at all times. There is no room to 
“doctor” the fit. The firmness with 
which the shoe was constructed 
should indicate the fact that every 
section of the foot must lie properly 
in the shoe to give the desired com- 
fort. 

If one actually does have difficulty 
with the fitting and has to make 
some adjustment, there is a liquid on 
the market that is used for stretch- 
ing shoes. When applied to leather, 
it has an effect on the fibers, giving 
the leather stretchability. It acts 
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Here’s the shoe you’ve been wanting to crack men loose 
from their buying rut! The shoe that sells an extra pair 
faster, easier than ever before. Why is this so? Just put 
on a pair yourself; take ten steps; feel that Pigskin 
lightness and comfort. 3 out of 5 men who try ’em say 
I’ll take ’em. 
































* Full color ad will appear 
in Saturday Evening Post 


Wolverine plush Pigskin 











Steel shank, full counter 








* Plus ads in Life, True, 


Cement construction | 
Argosy, Sports and others 








30-iron cushion sole 








Eleven colors carried in stock 





* Full Multi-colored merchandising 
kits and sales aids for dealers. 











Retailing very profitably at $8.95 














WOLVERINE SHOE AND TANNING CORP., ROCKFORD, MICHIGAN 








only on the leather and does not af- 
fect the welt construction. 

Other shoe constructions will be 
discussed by Mr. Helfant in future 
articles. 


Pressure Adhesive 


UNUSUAL versatility in adhesion 
as well as extremely high bonding 
strength are the principal features 
of a new pressure adhesive developed 
by the Pierce & Stevens Chemical 
Corp., Buffalo, N. Y. Introduced at 
the last Factory Management Con- 
ference in Cincinnati, the adhesive is 
said to offer positive bonding qual- 
ities for cushion crepe, foam rubber, 
leather, fabric, paper and many plas- 
tics. 

It is further reported that use of 
this adhesive frequently permits 
edge trimming operations imme- 
diately after leaving the sole press. 
The adhesive also is used in other 
shoe operations including toe and 
forepart lasting, sole flap cementing, 
heel lift attachment, sock lining 
cementing, and Spring-a-lator bond- 
ing. It has recently found acceptance 
as a bonding medium for ripple and 
other branded traction-type compo- 
sition solings. Permanent bonding of 
leather sole flaps to acetate heels is 
cited as one of its contributions. 

Also newly developed by the same 
firm is a special adhesive for auto- 
matic toe lasting. 





Stabilized Nylon Thread 


A HOT STITCH stabilized nylon 
thread with much of the excessive 
elasticity removed, closely resem- 
bling silk thread, is being featured 
by the Holland Thread Co., Inc., 
Stroudsburg, Pa. The firm reports 
that the thread makes possible beau- 
tiful stitch and backseam sewing. It 
also reports use of many fancy 
stitches to bring back old lasts. 
Stitching is coming to the picture 
for fall shoes to replace buckles, nail 
heads, and other metallic treatments. 
The stitchings are used on T-straps, 
around vamps, on bows, and in all- 
over patterns. 


Cubans and Flatties 
in New Wilner Line 

A NUMBER of new small Cuban 
and flattie type heels are in the new 
line of Wilner Wood Products Co. 
These include a number of pine heels 
stressing lightness in weight. 
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You CAN INCREASE your sales in your 
shoe store or department in these two 
ways: 

1. Sell to more customers. 

2. Sell more to the same customers. 

Your advertising program is the 
power that attracts more people into 
your store or department. It brings in 
new and old customers so you can sell 
to more people—the application of the 
first sales suggestion method. 

Next, you apply the second method 
and sell more shoes to these people 
your advertising has attracted. To do 
this you use suggestive selling strategy 
—a time-tested way to increase your 
sales. 

You will find that when you use 
these methods it is easier to sell. You 
can close more sales. You can sell to 
more people in less time. You make 
more money. You build good will for 
your shoe store or department. 


Helpful Attitude 


One of the secrets of successful sug- 
gestive selling is your attitude. Don’t 
try to put something over on people. 
Try to help them. 

For instance, when you suggest bet- 
ter quality shoes you help your cus- 
tomers save foot trouble—you give 
them more for their money. Suggest- 
ing a larger quantity may save money 
for your customers. Related merchan- 
dise suggestions will help your custom- 
ers save shopping time and have a 
complete outfit. Unrelated items sug- 
gested help your customers keep up-to- 
date on the latest styles and fashions. 

Think how your customer will gain 
something as you make each sugges- 
tion. It will give you the right attitude 
about your suggestive selling. People 
will not resent your suggestions—they 
will appreciate your helpful attitude. 





Suggest Logically 

You can increase your sales with 
these four types of suggestions: 

1. Better quality. 

2. Larger quantity. 

3. Related merchandise. 

4. Unrelated items. 

In some sales you will be able to 
make all four types of sales sugges- 
tions successfully. With other custom- 
ers you can only apply one or two of 
these suggestions. But, in all cases you 
will want to make your sales sugges- 
tions in a logical order. 

Most shoe retailers and sales people 
start selling with the middle quality. 
This gives you a chance to sell up to 
the best quality for a larger sales 
transaction. Or it gives you a chance 
to salvage the sale by selling the less 
expensive item. 

After you and your customer have 
reached a decision on the quality, you 
can suggest a larger quantity. It may 
be made to save your customer an ex- 
tra trip (and to save yourself the time 
of an extra sales transaction). Or, it 
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may be to save your customer money 
with a larger purchase. 

Related items are next in your order 
of sales suggestions. Your customer 
has made her selection on quality and 
quantity. The sale is closed. 

Wait! 

What will your customer need to 
make the sale complete? How about a 
matching handbag? What about polish 
or cleaner? What merchandise that is 
related to the purchase can you sug- 
gest logically? 

A sales suggestion of some related 
item at this time will help your cus- 
tomers—help build your sales, too. 
Think of something that is related to 
the main purchase and you have an 
easy suggestive sale. 

Finally, there is one other sugges- 
tion you can make to your customers. 
This is the unrelated item—something 
that is unexpected. It can be a new 
item in stock suggested with: 

“Here’s something new that we just 
got in.” 

Or, you may find that you can make 
a sales suggestion of other unrelated 
merchandise. For instance, you might 
want to suggest something you have 
been advertising during the past week. 
Or, you may have some old stock you 
are trying to liquidate and will find a 
sales suggestion the ideal way to move 
this merchandise. 


Even though your sales suggestion 
is an appeal to your customer’s emo- 
tions—an impulse purchase—your cus- 
tomer will need to justify the extra 
cost. He needs a “reason why” he 
should buy the better quality, the 
larger quantity, the related item or 
your advertised special. 

Think of what your customer will 
gain—what’s in it for him. This will 
be your reason why to make your sales 
suggestion a closed sale. It will give 
your customer a justification for fol- 
lowing your sales suggestion. 

For instance, you might say: 

“This better quality will 
longer.” 

Or, 

“You will save money with the 
larger quantity.” 

Or, 

“You will need this, too.” 

Or, 

“This is the latest—we just got 
it in.” 


Think Big—Sell Big 


As you know, in selling there is a 
lot of thought transference. You pick 
up your customer’s thoughts and your 
customer picks up your thoughts. When 
you send out big thoughts your cus- 
tomer will pick up these ideas. 

Another suggestive selling idea that 
shoe retailers and sales people use with 
success is to assume a larger sale. For 
instance, instead of asking your cus- 
[CONTINUED ON PAGE 135] 
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| of constantly boosting volume 
Ee with Dr. Posner children’s shoes 


A 25% increase last year! That’s the good news 
about Richard Juvenile Shoes, 30-14 Steinway Street, 


Long Island City. Want big increases with 


children’s shoes? Write, call or wire at once for 


complete information about a Dr. Posner 








franchise in your trading area. 


DR. POSNER 


children’s shoes 


DR. POSNER SHOE CO., INC., 112 w. 34 STREET, NEW YORK, N.Y. 















Was My Face Red! 
by FREDERICK H. TIMSON 


On my first trip to Vermont as a traveling shoe salesman, 
I entered a shoe store in a small town early one morning, 
carrying two sample cases. The proprietor, alone in the 
store, stood at a bench in the rear hammering half-soles on 
a pair of shoes. Receiving no response to my cheery “Good 
Morning,” I assumed it was because his mouth was filled 
with tacks. 

I spread my samples on a shelf in front of him and 
launched into a five-minute sales talk. Then I asked, “May 
I ship you a dozen pairs of each of these ten styles?” The 
man glanced at the display but made no rely . just 
kept on driving tacks. Rather puzzled, I gave him another 
enthusiastic five-minute sales talk, and again repeated my 
question. Still no answer, just the tapping of the hammer. 

This time, I was considerably peeved at not receiving 
any reply. Once more, however, I praised the quality of 
my shoes, loudly and forcefully, for several minutes, and 
then inquired, “May I send you a dozen pairs of each of 
these ten styles?” For the third time, there was no answer 
to my courteous question. Now, thoroughly exasperated 
by the stubborn silence of this man, I cast all caution to 
the wind and angrily demanded an explanation. Picking 
up pencil and pad of paper, the merchant scribbed on the 
pad and handed it to me. It read, “I am deaf and dumb.” 
And was my face red? 

For a few moments, I was stopped, stumped, and sty- 
mied. Then, I remembered that years before, in grammar 
school, I had learned, with a bunch of other fellows, the 
deaf and dumb alphabet, and how we had talked to one 
another on eur fingers when the teacher wasn’t looking. 

With this remembrance, I sort of laughed inwardly and 
thought, “Doggone you, maybe I can sell you after all.” 
] waved my hand for attention and proceeded in short 
form to give him my sales talk on my fingers. My prospect 
watched my hands intently. After several minutes of 
pantomime, I asked if I could send in a dozen pairs on 
each of ten styles. Smiling broadly, he raised his right 
hand with thumb upward, which meant, “YES.” 

I wrote the order, handed the duplicate to him, and 
spelled out, “Thanks,” on my fingers. Then, to my utter 
surprise he spelled out on his fingers, “Do you think the 
Red Sox or Giants will win the series?” We talked 








baseball for some time, and yet not a sound was heard 
during all that conversation. He was a hot baseball fan 
and seemed happy to have found someone with whom he 
could talk without having to write his questions, or an- 
swers. 

The shoes were shipped and although I never called on 
him again, he bought our shoes by mail for ten years 
thereafter. 


Work 


Concentration on Farmers’ 


Shoes Builds Volume 


C oNCENTRATION on work shoes for farmers has en- 
abled R. R. Jackson, Jackson Brothers Department Store, 
Mount Airy, N. C., to build a profitable work shoe volume 
with low promotion cost. Safety toe shoes, once handled 
for local factory workers, have been discontinued. 

Farm work shoes are stocked in depth and breadth of 
styles, sizes and widths for every farm activity from dairy 
barn to wood lot. Leather, composition and crepe sole 
numbers fit various farm needs at prices ranging from 
$5.00 to $12.95 for shoes and $11.95 to $17.95 for boots. 

Promotion is limited to two mailing pieces a year, backed 
by frequent store and window displays. No newspaper or 
radio advertising is used between mailings. which cover 
all rural route box holders in a radius of 25 miles, of which 
there are about 8000. 

The fall mailing is made during the last two weeks of 
September when farmers are making the shift from sum- 
mer to winter work. More time spent in and around the 
barns during the winter gives added importance to resis- 
tance to barn yard acids in winter shoes. Work in wood 
lots cutting pulp wood and logging calls for heavier shoes 
with nonslip soles and heels. 

The summer mailing is made around April 1 when farm- 
ers are again getting work in their fields under way. Most 
of them prefer a lighter shoe with more emphasis on water 
repellance for this type of work. 

Special attention is paid to proper fitting. This is em- 
phasized in the circulars which illustrate the shoes with 
photographs the store has made. 

Although work shees constitute only about 15 per cent 
of Jackson Brothers total shoe volume they are a highly 
profitable segmen’ of the business. 
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Interior of the new 
Chandlers—Bergen Mall 
Bergen Mall, New Jersey 
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[CONTINUED FROM PAGE 133] 
tomer if she wants the better quality, 
you say: 

“You naturally want the best.” 

Or, in selling related items, you as- 
sume she will want the handbag by 
saying: 

“You will also need this matching 
handbag.” 

These time-tested selling ideas will 
help you sell more merchandise to more 
people. They will save selling time for 
you and help you make more money. 


Shoe Charge Account Plan 
Geared to Teenage Shoppers 


CHEYENNE, WYO. — The Shoe 
Circle, family shoe store at 104 W. 
17th St., has adopted a new charge 
account plan beamed to the teenage 
trade, the management reported. The 
new account, designed especially for 
high school students, is available to 
all teenagers in the Cheyenne trade 
area. 

The “Teen-Account” customer will 
be permitted to charge purchases up 
to $12 on his or her own signature. 
This will be payable at $1 per week 
for 12 weeks. As payments are made, 
further charges may be made at any 


time, as long as the total balance out- | 
standing does not exceed $12. Where | 


a purchase brings the balance over 


$12, the difference will be payable | 


in cash at the time of purchase. 


According to the management, the | 
youthful customers will be given to | 
understand that the “Teen-Account”’ | 
is their obligation, and the store will | 


not expect parents to assume any 
responsibility for payment. 


Six Detroit Shoe Stores Join 


For Advertising Program 


DETROIT—Six Detroit area shoe | 


stores specializing in children’s 
footwear have united for an exten- 
sive joint advertising program, in- 
tended to bring the benefits of 
metropolitan area advertising to the 


neighborhood juvenile store, under | 
the new name of the Independent | 


Retail Shoe Merchants Association. 


Stores include some in the sub- | 


urbs as well as in Detroit itself. 
The group: the Junior Boot Shops, 
operated by Jim Kosloskey, John 


McAleer, and Donald Wiethoff, with | 
three stores; Shoe Trees, operated | 


by Robert M. Cook, with two stores; 
and the Children’s Shoe Box, oper- 
ated by William Engelbrecht. 
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The Label with 
a Pedigree 


HELP YOUR HEART FUND 


@ Behind this Angora* 
Calfskin label . . . behind 
every Barrett label... 
stand years of experience 
in producing outstanding 
leathers. Want the very 
cream of calfskin— 
smoothest, supplest—for 
fine shoes? Look for this 
Angora* hallmark! 


trade mark 


BARRETT & COMPANY, INC, 
NEWARK, NEW JERSEY 











The Shoe Last — precision 
perfect ... made expressly 
for Five Star, to form the 
finest fitting children’s 
shoes available anywhere. 


THE BEST OF 
EVERYTHING 
GOES INTO 


FIVE STAR 


SHOES 


for BOYS and GIRLS $5- $7 








FIVE STAR Footwear Company, 43-01 22nd Street, Long Island City , New York 
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Soles: What About Chrome Retan? 


We note in your March 1st issue that you have a 
very fine article regarding soling material for 
| shoes. We note, however, that under the general 
| category of leather soles you have neglected to men- 
| tion and give credit to an important small branch of 
| the sole leather industry. I’m speaking of Chrome 

Retan Sole Leather, which is used primarily on 
| high grade quality children’s and women’s casuals. 
This particular type of soling has all the attributes 
that you have mentioned regarding vegetable tanned 
sole leather plus the very important characteristic 
of long wear and stability. In fact the wearing char- 
| acteristics compare to conventional vegetable sole 
<n | leather by at least three to one, iron for iron. It will 
wear as well as the best nuclear soling material iron 





































aaianaee for iron. 
TRADE This type of leather, also, is extremely resistant 





to punctures, being at least three times that of the 

best nuclear soling iron for iron. Since this leather 
| is sold in one of its forms by being waterproofed, it 
| also achieves that characteristic of substitute soling 
| materials which are so highly advertised. Added to 
| all the above features is the new flexible Chrome- 
| type sole leather for maximum flexibility. 
IRVING ARMOUR 
RAPCO LEATHER COMPANY 
SOUTH MILWAUKEE, WIS. 


























New Series Earns Plaudits 


I just read the beginning of your new series of 








PLAY-PEN ee) articles in the RECORDER (‘“‘What’s in a Shoe and 
STAGE | How to Sell It,” March 1, 1958) and want to com- 
Py pliment you for doing such a splendid job and wish 


you the best of luck in your new venture. I am 
eagerly looking forward to the rest of the articles. 
JULIAN G. SAMUELS, JR. 
SAMUELS SHOE COMPANY 
ST. LOUIS, MO. 
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Recorder Article Answers Old Question 

Mr. William A. Rossi’s article in the February 
15th issue of BOOT AND SHOE RECORDER is most im- 
pressive. To me it is the answer that I have been 
searching for for years. We are now in the process 
of giving our staff a course in Foot Anatomy 
through the American School of Practipedics in 















FOR order to have the prestige of knowing how to fit 

RAMBLING, a shoes. We have gone through a course or courses 

ROMPING, v PS of Selling Shoes. All this is necessary, BUT—I have 

No. 8050 FIRSTSTEPS [44 never been able to get the necessary information on 
»'~ | the “first law” to pass along to our salespeople. 










I feel that you might be interested in knowing 
that we are looking forward to your coming articles, 
and that every salesperson will read them and be 





Goodyear stitched leather sole ! 







For complete coverage, Buntees meets your every | given a test. 
need .. . from carriage thru walker stages with GEORGE T. CROWELL 
lightweight, flexible, all-leather baby shoes. SCHONBERGER & WEIR 









R. J. POTVIN SHOE CO., BROCKTON, MASS. | MARKED TREE, ARK. 
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Inventor Carroll M. Elsey beams as Charles Guthrie, division manager of Fortunet 

Shoe Company, fits Fortunet's Mrs. Mary Morgan with a pair of Life Lift Shoes. 

Fortunet, a division of General Shoe Corporation, has become sales distributor 
for the shoes, which feature a floating arch. 


NASHVILLE, TENN.—A “split- 
level shoe,” built to ease foot strain 
resulting from high or low arches, 
will be marketed by Fortunet Shoe 
Company, a division of General Shoe 
Corporation. 

Charles Guthrie, division manager 
of Fortunet, said his company has 
become sales distributor of the Life 
Lift Shoe. He added that the shoe 
had already received a favorable re- 
ception from the first two retailers 
to stock it. 

The shoe’s inventor, Carroll M. 
Elsey, of Marion, O., dubbed it 
“split-level.”” He said the Life Lift 
has a floating arch that cradles the 
foot in walking, serving to exercise 
the arch. The shoe is completely 
flexible, folding easily in the hand, 
with an open split in the sole at the 
instep. 

Mr. Elsey, who is 43, sustained a 
foot injury while playing high school 
football. A mild club foot developed. 
In the years that followed, he wore 
high top, heavy or steel shank shoes 
in an effort to correct the discom- 
fort. 

A physiotherapist, Mr. Elsey 
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served in the Army at Fort Camp- 
bell, Ky., where he conceived the idea 
of the Life Lift Shoe. He was 
granted a patent in 1956, and early 
last year an independent Pennsyl- 
vania shoe manufacturer began pro- 
ducing the shoes for women and chil- 
dren. 

Early this year Mr. Elsey dis- 
cussed his shoe with Mr. Guthrie 
and General Shoe Corporation. They 
reached the agreement under which 
General will handle the sales through 
Fortunet. 

According to Mr. Guthrie, “Life 
Lift is designed to aid in the correc- 
tion of pronation and to provide a 
corrective shoe which, when worn on 
the normal foot, will have no effect 
thereon. It is also intended to pro- 
vide in a conventional foot means 
for supporting, refitting, realigning 
and relocating the bones of the foot 
into their proper relationship with 
each other.” 

At present the shoe is being pro- 
duced in a moccasin-toed style with 
rubber sole and heel, in black, brown 
and white. There is a wide range of 
sizes and widths. 


Sales Drop at Detroit Show 
Reflects ‘Slow’ Retail Trade 


DETROIT—The Michigan Shoe 
Travelers Spring Caravan, held 
last month at the Statler Hotel, 
was marked by an approximate 10 
per cent drop in total sales as com- 
pared to a year ago. Although traf- 
fic was considered good, orders 
written—mostly fill-ins—were gen- 
erally smaller than at previous 
March shows, reflecting the “slow” 
retail business of the past six or 
eight weeks in the Detroit area. 

Closed pumps in black patent 
continued in first place in the wo- 
men’s dress shoe lines. Orders were 
also being placed on summer styles 
in straw-cloth and silk prints, as 
well as in white and light colored 
leathers. 

A new, thin crinkle-sole for girls’ 
and women’s casuals met with 
buyer approval. 

Heaviest orders in misses’ and 
growing girls’ styles were in black 
patent pumps for dress and in gum- 
drops for school. 

The three eyelet, lgonquin-toe 
dress shoe in black was still strong 
in the boys’ lines. For school and 
casual wear, plain vamp ties in flax 
suede (sometimes referred to as 
“dirty buck”) led the field. Sales 
verified the continued interest in the 
Shu-Lok type fastener. 

Primarily a follow-up to the No- 
vember and January Spring Shows, 
the March Caravan usually has only 
about 25 exhibitors as against nearly 
100 at the other shows. On May 
18, the Michigan Shoe Travelers 
Fall Shoe Fair will open at the 
Statler. 


Ebony Magazine Publishes 
10 Pages of Men’s Fashions 


CHICAGO — Ebony magazine’s 
semi-annual men’s wear fashion sec- 
tion is published in the April issue. 
There are more than 10 pages of 
men’s wear editorial and advertising 
content, including two _ full-color 
pages of spring and summer fash- 
ions. 

The magazine said it is backing up 
the feature with point-of-sale mer- 
chandising in key cities with large 
Negro populations, as well as direct 
mail support. Ebony is offering male 
readers a free chart of correct co- 
ordinates for “head-to-toe” color 
harmony. 





Shoe Merchant Wins Sleepless Marathon 


PHOENIX, ARIZ.—Quantities of 
strong coffee, stamina and a strong 
constitution brought victory to Bill 
White, owner of the BBB Shoe Store 
in Phoenix, during a unique “no- 
sleep sales marathon” which at- 
tracted hundreds of customers. 

He and four other merchants 
located along the “Miracle Mile” on 
E. McDowell at 16th St., combined 
forces for the no-sleep show that 
had customers coming into their 
stores during all hours of the night. 

Plan of the marathon was to at- 
tract customers through the gim- 
mick of having owners or managers 
of the stores remain awake. Various 
plans had been discussed for several 
months to aid in the clearance of 
material during slack seasons. Fi- 
nally, the no-sleep sales marathon 
Was uncevered. 

The five stores opened at 9 a.m. 
on a Monday, their plans heralded 
by near-full-page ads in the Phoenix 
dailies. It was announced that when 
a store manager or owner in the 
contest—a “Mad Merchant’’—went 
to sleep, that store would close. As 
an added appeal, all types of bar- 
gains were launched. To make cer- 
tain that no manager or owner 
sneaked away for a period of sleep 
or a shave, Metropolitan Patrolman 
Rolland Hill was assigned to escort 
the contestants in a body to their 
lunch and dinner. They were left on 
their honor for the breakfast ses- 
sions. 

First to succumb in the contest 
was Nick Klim, owner of Klim’s 
Department Store, who became ill 
Tuesday. In rapid succession, Al 
Leff, owner of Dale’s Department 
Store, who also featured some shoes; 


Mr. and Mrs. Bill White, Phoenix shoe 
merchant and his wife, demonstrate the 
coffee-pouring routine they performed 
repeatedly during a unique “no sleep 
sales marathon" contest in which White's 
BBB Shoe Store and four other stores 
took part recently. Coffee, extra cig- 
arettes and a record player helped bring 
victory to Mr. White, who stayed on the 
job 70 hours. Then he went home, slept 
17 hours. 
Lester Tausz, a jeweler, and Kurt 
Bear, manager of a men’s shop also 
featuring shoes, succumbed to sleep 
on Thursday at 2 a.m. 

Mr. White with his wife, Gisa, 
who carried on for 50 hours, finally 
called it a day at 7 a.m. Thursday. 

According to shoe-man White, 
doughnuts and coffee were served 
to himself and to customers between 
9 p.m. and 9 a.m. Over 160 dozen 
doughnuts were consumed in three 
nights, along with 25 pounds of 
coffee. 

Mr. White managed to sell 350 
pairs of American Girl shoes. He 
disposed of 12 to 14 per cent of the 
inventory. “Although our profits 
were reasonable,” he said, “our 


value of gaining publicity and good 
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public relations was terrific. People 
have continued to return even 
though they visited us for the first 
time during the marathon.” 

Various gimmicks were used dur- 
ing the marathon. Mr. White ran a 
sign at various periods offering sil- 
ver dollars for 88 cents apiece. He 
was able to sell only 22 of them. 
But he did sell 17 silver dollars 
at $1.12 apiece. He found that 
when he offered two-dollar bills in 
change, many people refused to ac- 
cept them and spent them for more 
shoes. 

During the marathon he increased 
his employees from four regulars to 
eight. Several worked 12-hour shifts. 

Signs posted in the windows 
called for sales of American Girl 
shoes at a dollar a pair—the sales 
lasting an hour. Mr. White claimed 
that many persons made periodic 
visits, even in the early-morning 
hours, to check on the window signs 
and make purchases. 

Pooling their advertising costs, 
the five merchants spent $1,900 for 
radio, television and newspaper ad- 
vertising. The merchants also made 
personal TV appearances. 


Brevitt Introduces Fall Line 


NEW YORK — Officials of the 
Brevitt American Corporation have 
introduced their fall line of Brevitts 
in their new showrooms in the Em- 
pire State Building. Included are 
several new series hailed as mark- 
ing “an entirely fresh approach to 
casual styling.”” The new Brevitts 
—lighter, lower, more delicately de- 
tailed, and slimmed at toes and heels 
—will retail at $16.95 to $19.95, with 
a few at $14.95, at B. Altman & 
Company, New York, and other lead- 
ing U. S. stores. 
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Touring Historical Display 

BROCKTON, MASS. — A touring 
motion display dramatizing a cen- 
tury in men’s shoe fashions has 
aroused trade and consumer reaction 
beyond expectations, according to 
Ben Stone, president of the Field 
and Flint Company, Brockton shoe 
manufacturer. Unveiled last Decem- 
ber as a highlight of the company’s 
centennial observance, the display 
features the $150 Foot-Joy Imperi- 
als, described as the highest-priced 
men’s shoes ever made. 

Currently on a nationwide tour of 
top retail shoe and department 
stores, the display was exhibited first 
at the Foot-Joy Shop in New York, 
Blaney’s Foot-Joy Shop in Los An- 
geles and Morgan-Hayes in Houston, 
Tex. Remarked Mr. Stone, ‘“Wher- 
ever it has been exhibited thus far, 
the display has stimulated sales of 
all Foot-Joy shoes in general, and 
of the Imperials in particular.” 

The unique display, which also 
spotlights the “Centennial Collection 
of Foot-Joy Shoes,” is designed to 
picture the art of fine shoemaking 
over the past 100 years. Contrasted 
with modern fashions are shoe styles 
of three eras, symbolized by bas-re- 
lief busts of J. P. Morgan, Salmon 
P. Chase and Andrew W. Mellon 
shown on swinging panels. 

A pair of Imperials—made of per- 
fectly-matched baby alligator skins 


Proves an Attention-Getter 


—is mounted on a turntable with 
overhead illumination to set them 
off. The $150 shoes have been ad- 
vertised in New York for “the one 
man in 100,000 who can afford them.” 


National Shoes Opens Two 
New Stores in N. Y. State 


NEW YORK—As part of what it 
describes as “the most aggressive 
expansion and modernization pro- 
gram” in its 35-year history, Na- 
tional Shoes, Inc., has held grand 
opening ceremonies for new stores 
at Hempstead, L. I., and Middle- 
town, N. Y. 

Ray Forrest, host of “Children’s 
Theatre,” Emmy award - winning 
television show, appeared at the 
two-day Middletown opening, which 
was highlighted by distribution of 
gifts with each pair of shoes pur- 
chased. The 2,500-square-foot store 
is the 145th in the largest indepen- 
dent shoe chain in the country. 
Manager is Edward Gerstner, who 
formerly managed a National store 
in Poughkeepsie, N. Y. 

The Hempstead unit at 276 Ful- 
ton Ave. replaces the former Hemp- 
stead operation on nearby Main 
St. In that community, too, distri- 
bution of gifts with shoe purchases 
marked the two-day grand opening 
of the 2,750-square-foot store. 





Left to Right: Two and a Half Centuries 
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The eyes clearly have it at Offenbach, Germany, during this inspection of shoes 
that are similar although separated in time by more than 250 years. The sleek 
pump at left, made of black suede with a box calf tip, is among the latest 


in 1958 ladies’ shoe styles. 


The elaborate shoe at right, strikingly similar in 


appearance, was very fashionable in 1680. The centuries-old shoe, part of the 
collection at the Offenbach Shoe Museum, is made of several slices of leather 
glued together and nailed to the shoe. 
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Denver Retailers Launch 
Spring Fashion Promotion 


DENVER —Nine shoe retailers 
united with ready-to-wear retailers 
and the two daily newspapers here 
to launch a “Fashions for Spring- 
time—1958” promotion which, 
through special 36-page supplements, 
reached every home in Metropolitan 
Denver and many in outlying moun- 
tain and plains areas. 

The shoe retailers who coordinated 
their advertising in both black and 
white and color to the spring ready- 
to-wear fashions included Neustet- 
ers, Gano-Downs, Denver Dry Goods 
Company, Joslin’s, Rollnick’s, Lor- 
ber’s, Burt’s, Chandler’s and Baker’s 
Shoe Stores. 

Black patents in pumps and sling, 
T-straps on little heels and pointed 
toes, slim pumps of brick red with 
white calf trim, silk prints with 
matching bags, new pointed casuals 
in gingersnap color, tri-color closed- 
toe sling, chemise pumps and nylon 
lace with patent were predominantly 
shown. Windows in downtown stores 
were unveiled simultaneously to tie 
in with the promotion. 

Risque Division to Present 
Expanded Sportswear Line 

ST. LOUIS—Risque division of 
Brown Shoe Company will extend 
its coverage of sportswear to include 
every age group from teenager to 
matron, according to Arnold Breg- 
man, sales manager. The new line, 
broadest in the history of Risque, 
will be presented for the first time 
at the St. Louis Shoe Show, April 
27-30. 

New to the line will be young flats 
priced at $8.95 and $9.95. All phases 
of the sport shoe market will be cov- 
ered at the latter price. According 
to Mr. Bregman, Risque’s strength 
will continue in casuals, but little 
heel patterns, an addition to the line, 
will also be presented. 


Sponsor Newspaper Section 
TUCSON, ARIZ.—Members of the 


Tucson Shoe Retailers Association, 
now starting its second year, cooper- 
ated recently in presenting a special 
section in the Arizona Daily Star 
here, featuring spring shoe styles. 
Association officers are: Oscar Mon- 
tano, president; Dave Hirsh, vice- 
president, and William Wright, sec- 
retary-treasurer. 





Edison Brothers Holds 7 Openings Throughout U. S. 


ST. LOUIS — Edison Brothers 
Stores, Inc. held formal openings 
in March for seven stores. 

Pointed lasts met with good re- 
ception when the new Chandler’s in 
downtown Philadelphia held a four- 
day opening, a firm spokesman re- 
ported. The store, at 1312 Chestnut 
St., has two selling floors with a 
combined space of 3,200 square feet. 
The first-floor salon houses casual 
and sport shoes, with French Room 
dress pairs on the upper level. Larry 
LaBate, a native Philadelphian who 
formerly managed Chandler’s in 
Yonkers, N. Y., is the manager. 

Additional openings in March in- 
cluded a Baker’s in Flint, Mich., a 
Burt’s in Tulsa, Okla., and a Burt's 
in Spokane, Wash. All are in down- 
town locations. The Flint store is 
the first Edison outlet in that city. 

A second Baker’s opened in At- 
lanta at 172 Peachtree St., on 
the premises formerly occupied by 
Chandler’s, which relocated in Feb- 
ruary to 187 Peachtree St. Bill Hood 
has been named manager. 

Edison Brothers also held formal 
openings for two stores which had 


been extensively remodeled. They 


were a Baker’s in Youngstown, O., 
where Irving Bursack is manager, 
and a Chandler’s in Hollywood, 
Calif., with Odell Carver in charge. 





Willis A. Johnson Resigns 
‘American Shoemaking’ Post 


Willis A. Johnson, editor of American 
Shoemaking magazine, is resigning after 
seven years in the post. Mr. Johnson, who 
previously worked in all phases of the 
shoe industry and supervised manufac- 
ture of a wide range of footwear, will 
continue writing on shoemaking tech- 
niques and constructions but otherwise 
has not announced future plans. He has 
engaged recently in technical research 
work for foreign eee manufacturers. 


‘Store Within a Store’ Opened 
By Chandler’s in Omaha 


OMAHA, NEB.—Chandler’s Shoe 
Salons has opened its new store in 
Brandeis Department Store here, 
marking the first “store within a 
store” to be operated by the Chan- 
dler firm. The company has outlets 
in 51 cities and shopping centers 
from New York to California. 

The new store will occupy the en- 
tire main floor balcony, which has 
been remodeled. 

Manager of the Omaha outlet will 
be Don Miloni, formerly manager 
in Westwood Village, Los Angeles. 


Pa. Superintendents Elect 
WILKES-BARRE, PA.—New of- 
ficers of the Pennsylvania Superin- 
tendents’ and Foremen’s Association 
of the Shoe Industry are: Joseph 
Janus, of Plains, president; Peter 
DeMarco, Forty Fort, vice-presi- 
dent; Sam Naparsteck, Exeter, sec- 
retary; Ben Sczepaniak, Peckville, 
treasurer, and Walter Sewock, Falls, 
sergeant-at-arms. Directors are Ed- 
ward Gull, Nicholas Serino, Michael 
Pacono and Joseph Gruber. Trustees 
are Joseph Arale and Milton aeldis. 
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Athletic Footwear Division 


BERNED SHOE CO. 207 essex street, BOSTON 10, MASS. 


\ 
oN; “oh OFFICIAL 


LITTLE 
LEAGUE 
Baseball Shoes 


Made on regulation spike 
lasts with cowhide 
uppers. Has durable, 
approved, one-piece, 
moulded rubber 

cleated soles. 

Half sizes, 1-9; 

standard widths. 


$00 


pair 
NET 
F.0.B. Boston 
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Financial News 


Shoe Corp. Sets Sales Mark | 
For 14th Consecutive Year 


COLUMBUS, 0.—For the 14th | 
straight year, Shoe Corporation of 
America established a sales record | 
during 1957, President Robert W. 
Schiff told shareholders during the 
annual late-March meeting. He re- 
ported net sales of $106,499,167 for 
the corporation and its subsidia- 
ries, a gain of nearly $5 million | 
from the year before. 

Net income after taxes, however, 
declined slightly to $2,906,278 com- | 
pared with $2,972,914 in 1956. This | 
is equivalent to $3.26 per share in | 
1957 as compared with $3.32 a share | 
in 1956. Earnings include dividends | 
amounting to $213,053 received | 
from A. S. Beck Shoe Corporation, 
in which Shoe Corporation owns 
controlling interest. 


Total current assets climbed in | 
1957 to a record $32,052,920 after | 


54 retail outlets were added. Lia- 


bilities at year’s end totaled $11,- | 


692,453. 


Growth has been consistent since | 


Shoe Corporation was organized 38 
years ago. From the original six 
stores, the chain has grown to 656 
units in 41 states. 


Plant Corp. Sales Rose in 57 


BOSTON — Although combined 
sales of retail stores for 1957 were 
3.4 per cent greater than the year 
before, the Thomas G. Plant Cor- 
poration said in its annual report 
that net income after taxes dropped 
slightly from $133,232 to $131,310. 

A. V. Wheeler, president, said no 
additional units were opened in 
1957, but it is necessary to move 
three stores into larger quarters 
this year to ‘“‘keep abreast of today’s 
keen competition.” No dividends 
were declared in 1957. 


MOBILE, ALA.— The Board of 
Directors of the Olen Company, Inc., 
which operates a chain of 119 junior 
department stores in eight southern 
and southwestern states, announced 
that sales in 1957 exceeded $2014 
million, the largest in the company’s 
history. 

At the annual meeting, all direc- 
tors and officers were elected to an- 





(imported from Europe 


UNUSUAL 


SHOE 
HORNS 


Handsome, masculine 
shoe horns, imported di- 
rect from the style cen- 
ters of Italy and Eng- 
land. Treasured “‘conver- 
sation pieces” that add 
just that right touch to 
any gentleman’s ward- 
robe. Liberal dealer 
mark-up. 


Prompt Shipments Guar- 
anteed. Most Complete 
Stock of Shoe Horns in 
America. 


Write Today For Illustrated 
Literature and Price List. 


WARNER 
IMPORTS 


“The Shoe Horn King” 
4015 W. Magnolia Blvd. 
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Be ‘‘foxie’’.. 
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Juvenile COWBOY + WELLINGTON 


CHUKKA + COMBAT * ENGINEER Boots 


OVER 99% OF ALL ORDERS 
FILLED IMMEDIATE? 
FROM FACTORY IN-STOCK 


Send for Catalog, Price List 


QUINN & DELBERT 


Boot Manufacturing Co 
MARLBORO, MASS. 





It’s as easy as A, B, C, to Build Sales— 


Build Profits with Foxi ES 


the all-new vinyl sandals for children 
made by the makers of World Famous 


drizzle boots. 


For complete information write 


i. 
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Coffey-Hoyt Products, 

a division of 

PRINCIPLE PLASTICS, INC. 
Gardena, California 


Red or white 
Sizes 6-11 — Retail $2.00 
Sizes 12-4 — Retail $2.50 























BROADWAY LINE 
STYLE 2349 
Ox-blood, flat seam four-eyelet 
blucher moccasin with French edging 
around plug and the quarters. Leather 
insoles and outsoles, Barbour storm welt, 

tubber heels. Ski last. D 5/12. 











Here's Proof That Style and Comfort Can Carry a 


Small Price Tag... Average Selling Price of 
J. W. Carter's Broadway Line $8.95 — $9.95 


This is just an example of a complete men’s shoe 
line that can build new traffic and pile up new profits 
for you. For the full story write for catalogue. 


P. O. Box 30 








CONVERSE RUBBER COMPANY 
MALDEN 48, MASSACHUSETTS 





J. W. CARTER COMPANY 


Nashville, Tennessee 
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D&K COMPANY, INC. 


West State 
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try-on socks 












Ithaca, N. Y. 








A. S. Beck Expansion Plans 
To Be ‘Conservative’ in 1958 

WILMINGTON, DEL.—Robert W. 
Schiff, chairman of the A. S. Beck 
Shoe Corporation, told stockholders 
at the annual meeting recently that 
the company’s expansion in 1958 will 
“conservative.” Mr. Schiff did 
not specify how many stores the firm 
plans to open this year. 

In 1957 Beck opened 20 retail 
stores but it has announced that a 
long-range program of opening new 
stores in shopping centers will be 
more limited this year. During 1957 
the corporation earned $798,559, or 
$1.49 per common share, with sales 
of $61,355,115. 


be 


U. S. Shoe Corp. Income Up 


CINCINNATI—The United States 
Shoe Corporation and its subsidiaries 
reported their net income for the 
three months ending February 28, 
1958, was $717,903.05 as compared 
with $697,644.98 for the same period 
a year before. 

A regular quarterly dividend of 30 
cents a share was declared payable 
April 14 to shareholders of record 
March 28, 1958. 
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Obituaries 





Irving Miller Dies; Executive 
Of Shoe Manufacturing Firm 


LAWRENCE, L. I.—Irving Miller, 
secretary-treasurer and a director 
of I. Miller & Sons, Inc., Long Island 
City shoe manufacturers and distrib- 
utors, died March 25 at his home 
here. He was 55. 

Mr. Miller was the youngest son 
of the late Israel Miller, founder of 
the company, now a division of Gen- 
eral Shoe Corp. He himself was the 
founder of the Millerites, Inc., an or- 
ganization of Miller employes. 

A native of New York, Mr. Miller 
entered his father’s business at a 
young age. After starting in the 
company’s retail system, he was 
placed in charge of the children’s 
shoes and hosiery division. Later 
this operation was discontinued and 
the firm purchased the Fox Chase 
Knitting Mills, makers of women’s 
hosiery. 

Mr. Miller was placed in control 
of production and sales. At the same 
time he continued his duties in the 
shoe division at the Long Island 






City factory. 

I. Miller & Sons was sold in 1954 
to the General Shoe Corporation, but 
it continued operations as a separate 
company. Mr. Miller remained a di- 
rector. 

Surviving him are his widow, 
Mildred; a son, Irwin; two daugh- 
ters, Mrs. Renee Tyroler and Miss 
Margot Miller; two brothers, Mi- 
chael and Maurice; a sister, Mrs. 
tose Wacht, and a granddaughter. 





John W. Hawkins 


CLEVELAND—John W. Hawkins, 
78, a salesman for shoe manufactur- 
ers for nearly 50 years before he re- 
tired 10 years ago, died recently at 
his Lakewood, O., home, after suffer- 
ing a stroke. 

During his career, Mr. Hawkins 
represented the Adam & Ford Com- 
pany, Greiber Shoe Company and 
other firms. His territories included 
most of Ohio. 

He is survived by his widow, 


Emma; two sons, Leonard and Ar- 
thur; a daughter, Mrs. Maude Bar- 
rett; two brothers, a sister, four 
grandchildren and two great-grand- 
children. 
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Philip H. Green 


BROOKLINE, MASS.—Philip H. 
Green, 71, a former shoe manufac- 
turer and wholesaler, died March 
19 here. A native of New York City, 
he had lived in the Greater Boston 
area for nearly 50 years and was 
most recently associated with the 
Lin-Rud-Die Company, of Haver- 
hill, Mass. 

Mr. Green was a member of the 
210 Associates. He is survived by 
his wife, Ruth; a daughter, Mrs. 
Harriet Monson; a son, Philip R., 
and two grandchildren. 





Isadore Hirsch 


IRVINGTON, N. J.—Isadore 
Hirsch, 60, who operated a shoe busi- 
ness in Irvington for 26 years after 
10 years as a New York City re- 
tailer, died recently of pneumonia in 
a Newark hospital. Mr. Hirsch, a 
resident of Millburn, N. J., was a 
member of the Irvington Chamber 
of Commerce. 

He is survived by his widow, Rose; 
a son, Donald; a daughter, Marilyn, 
and a brother, Ben, who is in the 
shoe business in Shamokin, Pa. 
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RIGHT—for Dress, Work, Leisure; this tan punched leather 
Goodyear Welt with light-weight crepe sole is a Must! 
FOOT KINGS MAKE YOUR FEET FEEL GOOD! 


The Independent Retailers' best resource for a complete 


line of Boys’ and Men's Goodyear Welts is FOOT KING. 


Nationally advertised. 


SHU-LOKS — RIPPLE® SOLES —WELLINGTONS — ALPINE 
BOOTS and OXFORDS—CHUKKER BOOTS — CUSHION 
SHOES—CASUALS. Widths A to EEE (men); A to E (boys) 


—according to style. 


Dept. 415, A. S. Kreider & Son Co., PALMYRA, PA. 
"There is only one Kreider—Foot King®" 
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Robert A. Halpern 


PHILADELPHIA — Robert A. 
Halpern, 63, Eastern sales repre- 
sentative for the Buster Brown 
Shoe Corporation, died here re- 
cently. He is survived by his wife, 
Cecylia; a son, Martin; a daughter, 
Mrs. Charlotte Bishop; two broth- 
ers, Joseph and Samuel, and a sis- 
ter, Mrs. Helen Parnis. 


William J. Walsh 


MILTON, MASS.—William J. 
Walsh, 79, founder and president of 
Walsh Shoe Shop, died March 15 at 
his Milton home. He had entered the 
shoe business at 15, founded his shop 
in 1904 and retired five years ago. 

Surviving are three sons, William 
J., Jr., Edward F. and John J., and 
two daughters, Margaret M. and 
Catherine M. 


Augustus Sosa 


PORTSMOUTH, O.— Augustus 
Sosa, 75, shoe manufacturing ma- 
chine designer and engineer who 
served with the Williams Manufac- 
turing Company, maker of women’s 


footwear, and Vulcan Corporation, 
maker of wood lasts and heels here, 
died recently at his Cincinnati 
home. He had retired from the 
Williams factory in 1954. 


Moses Martin 


PHILADELPHIA — Moses Mar- 
tin, 85, retired president of the 
Martin Walk Easy Shoe Shop, died 
here. The firm he founded in 1902 
operates shops in downtown Phila- 
delphia and suburban Upper Darby. 

Surviving are his wife, Florence, 
and two sons, Eugene M., Sr. and 
Raymond S. 


Sixth Shoeman Brether Dies 


NEW YORK—The recent death 
of Charles Jacobs, 56, National 
Shoe Corporation executive for 
many years, removed from the shoe 
industry the sixth of seven broth- 
ers, all of whom had entered some 
aspect of the industry—wholesale, 
manufacturing and retail. Lone 
survivor is Harry Jacobs, who for 
32 years has operated a retail busi- 
ness in Tarrytown, N. Y., the Fash- 
ion Shoe Store. 
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DALLAS FALL SHOE FAIR 


THE LARGEST REGIONAL SHOE FAIR 


DISPLAYING IN FOUR HOTELS 
ADOLPHUS, BAKER, SOUTHLAND 
AND STATLER-HILTON 


SOUTHWESTERN SHOE TRAVELERS ASS'N 


ROOMS 215-224 Southland Hotel 


THE 
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OVER 500 LINES 


Write to 


Dallas 2, Texas 





















Window Display Available 
To Stacy-Adams Retailers 
BROCKTON, MASS. —A travei- 
ing window display is being offered 
free to retailers who sell Stacy- 
Adams shoes, and dealers have been 
asked to write the company saying 
when they would like to use it. Stacy- 
Adams Company, in turn, will set an 
approximate date and later wire the 
dealer giving the arrival date. 
Included in the display, which can 
be made to fit any normal window, 
are an actual skin with upper pat- 
terns clearly laid out to show that 
only the best parts of the leather gu 
into Stacy-Adams shoes; two large 
panels showing the components of 
uppers and bottoms; six smaller plat- 
forms showing the progress of a 
pair of shoes from the last to the 
finished shoes, and an authentic 
cobbler’s bench with hand tools. 



























Buyer Chosen in Honolulu 


HONOLULU, HAWAII — Peter 
Rodrigues has been appointed buyer 
of all shoes — men’s, women’s and 
children’s—in the McInerny Stores 
of Honolulu, replacing David Mc- 
Lean, who resigned. 


The Hollywood Scuff 
That’s Sweeping the 


For the new, the different, the 
exciting, the promotable, in 
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What’s New 


Shoe Dressings Marketed 
In Quart, Gallon Containers 








Citing “requests of the trade for shoe 
dressings in bulk quantities," the Harri 
Hoffmann Company, Milwaukee, has made 
its shoe dressings available in quart and 
gallon containers for the shoe repair 
trade and other quantity users, according 
to Harri Hoffmann, president. He said 
all of the firm's 38 high fashion colors 
are being marketed in the large con- 
tainers. 


Spring Device Is Patented 
For Shock-Absorbent Heel 

NEW YORK—A shock-absorbing 
shoe heel device, which is said to be 
low in cost and may be installed in a 
shoe at other times than during the 
manufacture, has been granted a 
patent. The device, patented by 
Maurice Kornberg, employs a com- 
pression coil spring in the heel, 
which can be replaced by the con- 
sumer if necessary. 

Adaptable for use in spike heels 
of women’s shoes, the device may be 
incorporated in footwear with a 
minimum modification and re-design 
and with no outward change in the 
shoe’s appearance, according to the 
inventor. 





New Resin for Plastic Boots 


NEW YORK—Plastic boots free 
of weak spots caused by entrapped 
air have been made repeatedly on 
a production basis with a new vinyl 
plastisol “‘stir-in’”’ resin, the United 
States Rubber Company reported. 

The new resin, called Marvinol 
VR-51, is designed to release air 
trapped in the liquid plastisol dur- 
ing compounding or pouring. 
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50M Men's Scuff | 
Tan, Black, Wine | 
Full Sizes 6-12 


50 L Ladies’ Scuff 
Tan, Black, Red | 
Full Sizes 4-9 








AGENTS 


INCORPORATED 
406 E. 111th St. 
EW YORK 29, N. Y. 





MANUFACTURED IN 
ENGLAND AND 
USED THE WORLD 
OVER FOR MORE 
THAN 100 YEARS... 


SALOMON & PHILLIPS 


460 FOURTH AVE. 





NEW YORK 16, N. Y. 
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GOTHAM oauatity BASEBALL SPIKES 


FOR BABE RUTH— 
PONY LEAGUE —LEGION 
Style No. 6700 


Suggested Retail $5.95 


Style No. 6607 | 


Suggested Retail $6.9 
Style No. 711 


Suggested Retail $4.95 


ALSO RUBBER-CLEATED 
y LITTLE LEAGUE SHOES 


FOR THE PRO AND SEMI-PRO 
Style No. 6612 Style No. 6634 


Horsehide Kangaroo : 
Suggested Retail $7.50 Suggested Retail $9.95 


GOTHAM oopvear WELT GOLF SHOES 
8700 For Men 










Brown, maple, red, black. 
Sizes 4 to 10, 
AAAA to C. 

Retail about 


9.95 

















IN STOCK 











Red, brown, blue, black, 
white. Sizes 4 to 10, 
AAAA to D. 
Retail about 
10.95 













Style No. 





Suggested Retail $9.95 Sizes 6 to 12 


Style No. 8774 


Suggested Retail $11.95 


For Ladies 
sizes 4 to 9-C wide 


Style No. 9779 


Suggested Retail $9.95 


Style No. 9666 


Suggested Retail $9.95 


Send for Catalog 





GOTHAM SHOE MFG. CO., Inc. 










Binghamton, N. Y. 








New Plastic Boots Introduced 


ANDOVER, MASS.— The Con- 
sumer Products Division of the Tyer 
Rubber Company has announced the 
introduction of two new plastic 
boots, Tyron Cascades and Tyron 
DeLites. The company said the 
boots are made of a newly developed 
plastic which will not chip or crack, 
even in sub-zero temperatures. 





Lightweight Sole Produced 
For Men’s Cement Shoes 

NASHUA, N. H.—A new, super- 
flexible lightweight sole, made espe- 
cially for men’s cement shoes and 
called “The Skimmer,” has been in- 
troduced by Beebe Rubber Company 
here. Stanley W. Bennett, sales 
manager, said the sole was shown 
for the first time at the recent 
Leather and Allied Products Show 
and several shoe manufacturers are 
now sampling it. 

Made of lightweight composition 
rubber, the sole graduates in irons 
from 10 to 9 and is pre-roughed for 
easy cementing. For the present, it 
will be available in a full run of 


sizes for men in black and oak. 
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New Griffin Shoe Polish Kit 
Offered in Metal Container 





Griffin Shoe Polish Division, Boyle-Mid- 
way, Inc., is featuring this attractive 
and practical shoe polish kit. The kit is 
a metal container decorated with gold 
stripes on a white ground. Top is a soft 
gray with a sole contour indicated in 
black. The kit contains two polish daub- 
ers, two brushes, two polishing cloths, 
one can each Microsheen black and 
brown polish. 





Zipper Front, Laced Back 
Combined in ‘Fleetwood’ Boot 
MILWAUKEE —In an effort to 
combine for outdoorsmen the com- 
fort and fit of a laced boot with the 
convenience of zipper or pull-on 
footwear, the Albert H. Weinbren- 
ner Company here has produced a 


British C 


146 DUANE STREET, NEW YORK 13, N. Y. 
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10-inch “Fleetwood” model. The 
boot embodies a Talon zipper front 
and laced-up back, with an instep 
strap lending additional support. 
Constructed of mildew-proof, oil 
tan leather, the “Fleetwood” con- 
tains no nails, only linen thread. 
Other features include a one-piece 
moccasin toe, brass eyelets and 
leather laces. The boot has an Am- 
birco gum rubber sole in a design 
that utilizes wedge-shaped lugs 
around the edges and gear-shaped 
jugs in the center of sole and heel. 





=". 


"Fleetwood" 10-inch boot is designed for 
hunters, hikers and other outdoorsmen. 
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About Shoe People 


Morey Branovan, who operates a 
shoe store at 2673 N. 3d St., Mil- 
waukee, staged a “One Man Band” 
performance at a masked ball 
benefitting the March of Dimes 
campaign. A recognized musician, 
Mr. Branovan donates his services 
whenever they’re called for by 
churches and synagogues, veterans’, 
patriotic and civic organizations. 


~ * * 


Jerry Castleman has been ap- 
pointed assistant to Bert Bishop, 
sales manager for diPortos Shoes, 
St. Louis. Mr. Castleman, who 
started in the firm’s Chaffee, Mo., 
plant, was transferred three years 
ago to the St. Louis office, which 
will remain as his headquarters. 


7 *~ * 


Harry Graham realized a long- 
standing ambition when he opened 
his own retail shop last month in 
Columbus, O. He had been a clerk- 
salesman and manager of a leased 
store for 33 years. Harry Graham 
Shoes, 2384 W. Broad St., will han- 
dle nationally known brands for 


men, women, youth and children 
plus special shoes for problem feet. 
* * * 

Milton Engleman, district man- 
ager at Washington, D. C., for the 
Shoe Corporation of America, has 
been inducted into the firm’s 25- 
Year Club and given a gold wrist 
watch, plaque and service award 
emblem. His company operates the 
E. D. Edwards stores in the Wash- 
ington area. 

* * * 

Fred J. Lichtman, vice president 
of J. Lichtman & Sons, Newark, 
N. J., tanners and leather manufac- 
turers, left recently on a round-the- 
world tour which will include stops 
at the International Trade Fairs 
this spring in Osaka, Japan; Vienna 
and Brussels. 

* * * 

Rubin G. Tepper, owner of Tep- 
per’s Shoes, 27 North St., Pittsfield, 
Mass., thought for a couple of years 
about renovating his store, then 
went into action in time for spring. 
With no blueprints outside his own 
mind, Mr. Tepper instructed work- 


men in fashioning a “new look’’ for 
the shop, which specializes in chil- 
dren’s shoes. 

x * * 

James McKenzie, manager of the 
shoe department at Goldstein’s, in 
Tullahoma, Tenn., has been named 
president of the Tullahoma Junior 
Chamber of Commerce. 

* * * 

Officers and employes of Reyn- 
olds-Penland Company recently 
honored Roy C. Graham, who is re- 
tiring from retail shoe sales, with 
a surprise testimonial meeting at 
the firm’s downtown store in Dallas, 
Tex. He received an engraved sil- 
ver centerpiece marking 19 years’ 
service. 

* * * 

Bart Kernan, who formerly 
headed the Spokane, Wash., Raff’s 
Shoes store, is manager of a new 
Raff’s shop in Burien, Wash. The 
new store is the 20th in the state. 

* * * 

Harry E. Fontius, Jr., vice-presi- 
dent of an independent chain of 
shoe stores in downtown Denver, 
Colo., has been elected treasurer of 
the Denver Retail Merchants’ Asso- 
ciation. 





Here's our 
fit-perfect pump 


sells itself’’ in 


dyeable whites 


AND COLORFUL LEATHERS! 


It's such a wonderful seller 
we stock PINTO in linen, 
nubby linshan, shantung 
satin and brocade; also 
an extensive range of 
fashionable leathers 
in 3 heel heights 
to retail from 


$8.95 


18/8 
illusion 
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14/8 


illusion 4 


4 ni ni d a n S Haverhill, Mass. 


Send for our daytime and evening shoe catalogs 


“ IN-STOCK 


sizes 24% to 10 
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Australians Tour Missouri Shoe Factories 


| fd 


Two shoe executives from “down under" visited Vaisey-Bristol plants in Missouri 
recently. The tour included, left to right, seated, Leslie Roe of Australia; George 
Meierhoffer, president of Vaisey-Bristol Shoe Company, and Robert Fairclough of 
Australia. Standing, Rex Halterman, vice-president and superintendent of Monett 
factory; Cal Goad of United Shoe Machinery Corporation in St. Louis, and Gene 


Arend, vice-president and 


ST. LOUIS—Two representatives 
of Australia’s largest shoe manufac- 
turing concern visited Vaisey- 
Bristol Shoe Company plants re- 
cently as part of a world tour of 
modern shoe factories. 

Leslie Roe and Robert Fairclough, 
officials of the Paddle Brothers Com- 
pany of Australia, were spectators 
also during a heavy Missouri snow- 
storm—an unusual experience for 
natives of southern Australia. 

The visitors toured Vaisey-Bristol 
plants at Monett and Marionville. 
Accompanying them were George 
Meierhoffer, president; Rex Halter- 
man, vice-president and superinten- 
dent of the new Monett factory; 
Gene Arend, vice-president and trea- 
surer, and Cal Goad, of United Shoe 
Machinery Corporation in St. Louis. 





Named to Development Post 


AKRON, O.— The General Tire 
and Rubber Company’s industrial 
products division announced appoint- 
ment of James L. Harvey as man- 
ager of reinforced plastics develop- 
ment at Marion, Ind. He formerly 
was president of Plumb Chemical 
Corporation, Philadelphia. 
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treasurer of Vaisey-Bristol. 


The Australian firm, Paddle 
Brothers, produces children’s shoes 
—for tots to teens—at three facto- 
ries. Firm officials are studying shoe 
manufacturing in six U. S. cities. 


Endicott Johnson Produces 
Men’s Vulcanized Work Shoe 


BINGHAMTON, N. Y.—Endicott 
Johnson Corporation announced it is 
starting production of a vulcanized, 
direct molded sole work shoe for 
men. 

John Madden, assistant general 
manager of the corporation’s John- 
son City-Binghamton assembly 
plants, said several months of experi- 
mentation had worked out the prob- 
lems involved in the process. 

If the work shoes prove a commer- 
cial success, the company will con- 
sider producing men’s dress and 
children’s shoes with direct molded 
soles, Mr. Madden said. The process 
involves the vulcanizing of the en 
tire outsole and heel directly to the 
lasted uppers. By eliminating all 
stitching between the outsole and the 
upper, the shoe is made longer-wear- 
ing and water-repellent, Endicott 
Johnson officials feel. 

A problem encountered in experi- 
mentation was the selection of com- 
patible leathers for uppers and va- 
rious rubber outsole compounds. An- 
other problem was to gain a trim 
appearance and light weight. 

Work on the new shoe was con- 
ducted under the direction of John 
Pranitis, Scout factory superinten- 
dent. The Scout plant will take on 
production of the work shoes, which 
will feature water-repellent silicone 
processed leather uppers. 





Increasing Shoe Imports Hurt U.S. Economy, Union Says 


BOSTON—A “swelling tide’ of 
shoe imports is contributing strongly 
to “growing unemployment” in the 
U. S. shoe industry and declining 
purchasing power here, the Boot and 
Shoe Workers’ Union, AFL-CIO, has 
charged. 

Between 1953 and 1957, U. S. im- 
ports of leather shoes rose nearly 150 
per cent—from 3.2 million to more 
than eight million pairs, the highest 
level in a quarter-century—the union 
said in a formal statement. Other 
types of footwear such as rubber- 
fabric shoes were not included in the 
figures. 

“To produce these eight million 
pairs of leather shoes would provide 
a year’s employment for 3,000 Amer- 
ican shoe workers, and $9 million in 
wages that could be poured into our 
sagging economy,” the union said. It 
predicted that in the 1958-59 period 


imports will rise to more than 10 
million pairs valued at over $25 mil- 
lion. 

“This will put 4,000 Ameriean shoe 
workers and $11 million in wages 
and purchasing power out of circula- 
tion,” the union report declared. 

One reason for this outlook, the 
union said, is a recent Federal Gov- 
ernment ruling which will result in a 
lowering of shoe tariffs by five per 
cent a year over the next five years. 
“An ultimate reduction of per 
cent from the current shoe tariff 
levels,” the statement contended, 
“will provide a further impetus that 
could gradually flood the American 
market with foreign-made shoes.”’ 

The union said that while it fav- 
ored development of international 
trade, “such trade must be a two-way 
street with going-and-coming traffic 
in equitable balance.” 
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Novel 2-Page Ad Boosts Sales for National 


Ceimto 


Part of a record spring campaign for National Shoes, Inc., which operates 150 
stores in New York, New Jersey, Connecticut, Massachusetts and Maryland, this 
newspaper advertisement brought sales results described by National President 
Louis Fried as the best ever. The double-page, pre-Easter ad, created by Emil 
Mogul Company, Inc., New York agency, features a background of news stories 


about shoes and fashions. 


Even though the ad appeared in the New York Daily 


News at the start of three days of rain, it produced a “substantial sales volume" 
for the featured items, according to Mr. Fried. 





Endicott Johnson’s Leo Mills 
Elected Secretary-Counsel 

ENDICOTT, N. Y.—Leo E. Mills 
was elected secretary and general 
counsel of Endicott Johnson Corpo- 
ration at the annual meeting held 
here. He succeeds Howard A. Swart- 
wood, who retired April 1 after fill- 
ing those posts since 1936. All other 
officers and directors were reelected. 

Mr. Mills, former assistant secre- 
tary and assistant counsel, has been 
with the company since 1930. Wil- 
liam H. Pritchard, a member of the 
legal department since 1927, was 
named to succeed Mr. Mills. 


Salesman Named, 2 Shifted 
By Town & Country Shoes 

NEW YORK —Vergil C. Lips- 
comb, president of Town & Coun- 
try Shoes, has announced the ap- 
pointment of John Hudak as sales- 
man for New Jersey and part of 
upper New York State. Mr. Hudak 
formerly was associated with Brown 
Shoe Company and, prior to that, 
was buyer for Sanger Brothers, 
Dallas, Tex. 

Mr. Lipscomb also announced 
that William Coffeen, who previ- 
ously covered the New Jersey ter- 
ritory, will now be assigned to the 
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New England states. John Connor 
will move from New England to 
handle the territory centering 
around Chicago. 


Sales Personnel, Territories 
Revised by Risque Division 
ST. LOUIS Arnold Bregman, 
sales manager for Risque division 
of Brown Shoe Company, has an- 
nounced several changes in the divi- 
sion’s sales force and territories. 
Effective April 1, Louis A. Taube 
is representing Risque in the New 
England states as well as in New 
Jersey, Maryland, eastern Pennsyl- 
vania, the District of Columbia, Del- 
aware and eastern New York, includ- 
ing New York City. He will retain 
the present New York office for 
Risque in the Marbridge Building. 
The territory being serviced by 
Robert S. Goldman has been en- 
larged to include all of Pennsylvania 
west of the Susquehanna River. 
With the beginning of the new 
season, Albert G. Sobelman will be 
representing Risque in Colorado, 
Iowa, Kansas, Missouri except St. 
Louis, Nebraska, North Dakota, 
South Dakota and Wyoming. 
Richard B. Conner will now travel 
Arkansas, New Mexico, Oklahoma 
and Texas. 


Vulcan Realigns Operations 
Into Shoe Division, 2 Others 


CINCINNATI—In a move “to in- 
crease operating efficiency and to 
stimulate and prepare for growth 
through new product development 
and acquisition,” the Vulcan Corpo- 
ration has realigned its operations 
into three divisions, including a 
Shoe Products Division. 

Announcing the action in the 
corporation’s 1958 report to stock- 
holders, Joseph B. Reynolds, presi- 
dent, and Lawrence B. Austing, exec- 
utive vice-president, said the other 
divisions will be Forest Products and 
Wood Products. The Shoe Products 
section produces shoe lasts at St. 
Louis, Portsmouth, O., Johnson City, 
N. Y., and Brockton, Mass., and shoe 
heels at Portsmouth and Johnson 
City. 

The Vulcan Corporation also op- 
erates a subsidiary, The Morton Last 
Company, Cincinnati, in the produc- 
tion of shoe lasts. 

Vulcan’s executive 
Cincinnati. 

Discussing the “outlook for 1958,” 
the annual report noted, “It seems 
reasonable to assume in view of the 
general economic situation that shoe 
production in the United States for 
1958 will be lower than in the preced- 
ing year. Our business thus far (in 
1958) has not reflected a decline in 
production.” 


offices are in 





Brown Company Names New 
West Coast Sales Manager 


Raymond E. LaPlante, of Redwood City, 
Calif., who has been made manager of 
West Coast sales for the Brown Com- 
pany, New England manufacturer of 
paper products including Onco innersol- 
ing. Mr. LaPlante will operate from of- 
fices at 681 Market St., San Francisco. 
He had been assistant West Coast sales 
manager since June, 1957. Earl Van Pool, 
West Coast sales manager for 33 years, 
will serve in a consulting capacity. 
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FALL SHOE FAIR 


COLUMBUS, OHIO—MAY 4-5-6, 1958 
DESHLER-HILTON HOTEL 


OHIO SHOE TRAVELERS CLUB 


SAME DAY SERVICE 
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UODDY 
© Moccasins 


WORLD'S LARGEST STOCK! 


Over 150 styles. 


WRITE FOR 


PRICE LIST tion Guaranteed. 





fortable. Best selling indoor and out- 
door styles for every member of the 
family, for every season. Stocked in 
depth for same day delivery. Satisfac- 


SPIEGEL-STANLEY CO., Portiann 3, Maine 










official drill 
bands. 











Made to specifications of 
teams and 
Top quality — 
made on boot lasts. 
5ili—Sizes 5!/2-8 


5323 (Littleway) 
4-9 


$3.90 


Colorful and com- 512i—Sizes 8!/2-12. $4.10 
5122—Sizes 12!/2-3 $4.35 No Service 
5323 (stitch down) Sizes Charge for 
4-9 $4.80 Small Orders 


Extra Colored 


Sizes j 
@ Tassels, 25¢ pr. 


5.60 


BERNED SHOE COMPANY 





Step Master Shoes Adds 
Salesman, Moves Another 
GREENUP, ILL.—Step Master 
Shoes, Inc., through its sales man- 
ager, Ray T. Clingingsmith, has 
made known three sales personnel 
changes. One representative has been 
added to the staff, one shifted and 
another will be retired from active 








JOHN BORELL BERNIE SIGNOR 


duty in the territorial realignments. 

John Borell will represent Step 
Master in Ohio, which was formerly 
covered by Bernie Signor. Prior to 
operating his own shoe store in 
Evansville, Ind., Mr. Borell was in 
the retail shoe business in Fort 
Wayne, Ind. This will be his first 
“road job.” He will make Columbus, 
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O., his headquarters. 

Mr. Signor will now represent 
Step Master in the entire state of 
Michigan. For many years he has 
been covering Ohio and Michigan, 
with the exception of Detroit, which 
has been handled by Roy McCracken. 

Mr. McCracken, on his retirement 
June 1, will be made an honorary 
lifetime member of the Step Master 
sales staff. Since 1941 he has repre- 
sented the firm in Michigan and 
Ohio, concentrating during the past 
few years on Detroit and its sur- 
rounding territory. 


Brown Lists Appointments 


BERLIN, N. H.—The Brown Com- 
pany has promoted Frederick B. 
Wardwell to operating superinten- 
dent, Towel Department, at the 
company’s Cascade Paper Mill and 
named Conrad T. Waldie, Jr., as 
chief technical service engineer in 
the firm’s newly formed Staff Tech- 
nical Service Group. The appoint- 
ments were announced by T. Rich- 
ard Probst, vice president in charge 
of operations. The Technical Ser- 
vice Group was set up to plan and 
improve operating techniques at 
the company. 


207 Essex Street, Boston 11, Massachusetts 


Three Shades in Leather 
Boosted for Autumn Sales 

NEW YORK—Three new colors in 
calf leather are being heralded for 
fall selling by the Ohio Leather Com- 
pany, fashion director Naomi Sloan 
announced. 

Brown Diamond, offered in pol- 
ished calf or the Matinee finish, is 
described as “several shades lighter 
than Town Brown without any red 
tints, with just the merest hint of 
gray.”’ Green Quartz, also in both 
finishes, is intended “to go with the 
bronzed beiges, greens and browns” 
and has the same 
Brown Diamond. Americano is a 
blue color “to go with sportswear in 
the vibrant blues which will appear 
in hundreds of mid- 
August.” 


color value as 


stores by 


Vinyl Distributor Appointed 
TOLEDO, O.—Universal Coated 
Fabrics Company, Inc., 643 Broad- 
way, New York, has been appointed 
a jobbing distributor of vinyl shoe 
materials manufactured by the Tex- 
tileather Division of The General 
Tire & Rubber Company, Toledo, it 
was announced by J. S. Mather, Jr., 
Textileather’s director of sales. 






















Everyone Who Knows Comes to BARIS 
SURPLUS SHOE STOCKS 
from best sources always on hand 
at action prices 


6 A Nt | S THE NATION'S FINEST 


CANCELLATION SHOES 
79-81 READE ST., N.Y.7 + WO 2-5180 





For Over 43 Years 


Headquarters For 


CANCELLATION 





STORES 


Quality Brands 
Largest Stocks 


oe br 
MOSINGER-COHN 


Lowest Prices 


All Price Ranges 


















HEEL REST 















EW! Clip-on 
Molded Lucite 


HEEL REST 
for Thin Heel Ladies’ Shoes 


Made of crystal clear lucite, uniformly 
thick. Now in production, PRICED RIGHT! 


$300 PER $30.00 per Gross 
poz F.0.B. FACTORY, NYC 


Chain Stores, Syndicates, Jobbers! 
inquire for quantity prices! 


THALL 
: PLASTICS & METALS, INC. 
“139 Duane St., New York 13, N.Y. 




















ORTHOPEDIC FOOTWEAR | 
PRONATOR SHOES* 





TARSO 


for club feet— 

. prescribed by doctors 
as a supplement to casts in 
mild cases of talipes. 

Made and distributed only by: 


Maurice J. Markell Shoe Co., Inc. 


332 South Broadway . Yonkers, N. Y. 
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Chicago Salesman Appointed 
By Roberts, Johnson & Rand 






Fred E. Koch, who will represent Trim 
Tred, Helter Skelters, Poll-Parrot and 
Scamperoos lines for Roberts, Johnson & 
Rand division of International Shoe Com- 
pany in the Chicago area. He replaces 
Keith Kuxhausen, who has been trans- 
ferred to the St. Louis home office. 





Army Review Board to Help 
Solve Procurement Disputes 


PHILADELPHIA—The Army has 
set up an Advisory Review Board to 
aid in resolving disputes arising in 
connection with procurements made 
by the Military Clothing and Textile 
Supply Agency, at the Philadelphia 
Quartermaster Depot. The agency 
obtains boots, shoes and other ap- 
parel for the Armed Forces. 

Maj. Gen. Webster Anderson, ex- 
ecutive director, said the board 
consists of three MC&TSA staff 
members chosen for their ability to 
“apply a judicial and impartial ap- 
proach” to disputes between the 
Government and contractors. The 
board has already succeeded in bring- 
ing about the “friendly resolution” 
of disputes involving three firms. 





Use of Trademark Explained 


MEADVILLE, PA.—Talon, Inc., 
maker of the “Shu-Lok” fastener, 
has asked the industry’s cooperation 
in protecting the integrity of its 
trademark, particularly in advertis- 
ing and promotion. David Dibbell, 
division sales manager, said the 
product should be called the “Shu- 
Lok” fastener or the Shu-Lok® 
fastener. Don’t write “ ‘Shu-Lok’ 
shoe,” he cautioned, but rather 
“ ‘Shu-Lok’ fastener styled shoe” or 
“ ‘Shu-Lok’ fastener equipped shoe.” 
In advertising, Mr. Dibbell added, 
it is preferable to capitalize the 
whole trademark. 























pero by lead- 
ing Doctors for Men, 
Women and Children. 





? OPYR GHT 
Established 1869 

















STOVER & BEAN CO. 263, Si**sis: 
TOP-SIDER 
ANTI-SLIP SURE-FOOTED COMFORT 
2 most flexible, 











coolest on 
deck, 
court, campus. | 


SPERRY \.] 
TOP-SIDER ~ 


Box 3386, Rubber Ave., Naugatuck, Ct. 
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BOWLING SHOES 
BROOKS BOWLING SHOES 


IN STOCK e¢ FINEST quarry 
Men's Black — Sizes 

Men's od 

Ladies’ Smeked—Sizes 4 to 10 
Ladies’ Red 









* 9 fa ® 
0.B. Faetery 


8210 CHERRY oF. 
PHILA. 


BROOKS SHOE MFG. CO. 





BOX HANDLERS 


LONG ARM 


the efficient box handler 
Quicker 
Easier 

Safer 


than any other way to 
get shoes from the high 
shelves. And you return 
the empties upside down 
—no falls from ladders 
or stools—no energy wasted—Long arms with 24", 
30", 36", 60" handles $3.50, with 72" handles 
$4.50, postage prepaid in U. S. A. Specify handle 
lengths desired and if for Men's or Women's 
boxes—your Jobber or 


CARL a 
Cedar Heights Rd. 





LONG ARM* 


The efficient box handler 
QUICKER, taser Saree 





Stamford, Conn. 
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SALESMEN WANTED 


SALESMEN WANTED | SALESMEN WANTED 








OPPORTUNITY! 


We have several openings for side 
line representatives for our wonder- 
ful line of open-stock, in-stock, low- 
priced Juvenile Footwear. All open 
territories are well established. 6% 
commission, plus bonus. Write: 


NEIL CARLSON, SALESMANAGER 


SEABOARD NATIONAL SHOE COMPANY 
22 S. Hanover St., Baltimore 1, Md. 











FOR YOU! 


A real surprise awaits salesmen not 
familiar with our Manufacturer's line of 
Little Gents, Boys and Mens shoes. 100% 
InStock—popular priced, can be carried 
with non-conflicting line. We pay higher 
commission. Write NOW in full con- 
fidence with all details. 
Territories open: 
lowa 
Illinois (excluding Chicago) 
Southern Ohio & Indiana 
Georgia—Tennessee 


Kansas—Oklahoma. 
WELL BUILT SHOE COMPANY—MILFORD, MASS. 














SALESMEN WANTED: WILL GIVE 
DRAWING ACCOUNT TO EXPERIENCED 
MEN who can produce and have established 
following in these territories: Michigan, Illi- 
nois, Texas, Oklahoma, Minnesota. Nationally 
known distributor with facilities to fill orders 
immediately. Strong competitive Line of Men’s 
Dress and Work Shoes in medium and Lower- 
priced field. Furnish background which will be 
held in confidence. Reply to Box 186, Boor 
AND SHOE REcorDER, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





MIDWESTERN MANUFACTURER OF 
POPULAR PRICED Young Men’s and Men’s 
In-Stock Shoes wishes representation in Iowa, 
Nebraska; Pennsylvania and Northern Cali- 
fornia. May carry sideline. Reply to Box 
196, Boor anp SHOE Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 


LARGE DISTRIBUTOR of Nationally Ad- 
vertised Waterproof and Canvas Footwear has 
strong full-time or sideline openings in several 
Southern states. First quality brand—price im- 
portance. Factory represented is over 100 years 
in business. Reply to Box 189, Boor anp SHOE 
RecorRDER, Chestnut & 56th Sts., Philadelphia 
39, Penna. 


FULL OR SIDELINE MEN: Territories— 
Kentucky, Ohio, Western Pennsylvania, West- 
ern Michigan; Maine, Vermont, New Hamp- 
shire; Washington, Oregon; Missouri, Kansas, 
Oklahoma, Arkansas; California. Men’s dress, 
work, casual shoes. Popularly priced, in-stock. 
BRILLIANT BROTHERS CO., 190 Lincoln, 
Boston 11, Mass. 





IN-STOCK LINE OF POPULAR PRICED 
WORK SHOES AND _ BOOTS. Southern 
Wisconsin, Michigan, lowa, Indiana, Nebraska, 
and Northwest States. Attractive commission. 
UNION SHOE MFG. CO., Sheboygan, Wis- 


consin. 


April 15, 1958 








3 POPULAR PRICED IN-STOCK LINES 


"THOMAS"—dress welts $5.95-$9.95. 
“WEBSTER"—dress mckay, stitchdown, pre-welt $3.95-$5.95. 
"BULWARK"—work shoes—all constructions $3.95-$4.95. 


one line of 4 bags to each salesman 
each territory 
Areas open: Ariz., Ark., Cal., Colo., Idaho, lowa, 


Kan., Mo., Mont., Neb., Nev., N. Mex., 
N. Dak., Okla., Ore., S. Dak., Utah, Wyo. 


WRITE DIRECTLY WITH FULL RESUME TO 
BRILLIANT BROS. CO., 190 LINCOLN ST., BOSTON 
"Service is our most important product’ 
Established salesmen only need reply. 








EXCEPTIONAL! BOYS’ SHOES 


Salesmen for Outstanding Nationally Advertised 
Popular-Priced Line for Boys and Young Men 


@ TEXAS AND LOUISIANA 

e@ MOUNTAIN STATES 

e NORTH AND SOUTH CAROLINA 
Territorial rights. Liberal arrangements. No objections to non-conflicting line. 
Fall line ready May 1. 
Reply to Box 191, BOOT and SHOE RECORDER, Chestnut & Séth Sts., Philadelphia 39, Pa. 

















SALESMEN WANTED | HELP WANTED 














WE DONT WANT YOU SHOE STYLIST and DESIGNER 


One of nation's largest multi-product 
To represent our in-stock line of wo- 9g : 4 
men’s highly styled dress shoes and manufacturers needs an experience 
evening shoes—$8.95-$10.95 retail—un- person for Styling and Designing 
less you have traveled the territory Caswel Fobsie Shee Line. The indi- 


for some time and are currently do- : : y 
ing a selling job—we’ll poo! our 50 vidual we are looking for is capable 


year know-how with your ability. of creating styles that will sell in a 
Territory can be tailored to present medium priced market. 

coverage—commission basis—special be re id ' 
arrangements made after sales ability The position is ae a mi ewomers 
is established. location. The production, advertising, 
Tex. & Okla. La., Miss., Ala., lowa, and marketing functions connected 
Ky. & Tenn. Nebr., Kan., Mo., Ark. with our shoe line have been firmly 


HANNAHSONS HAVERHILL. MASS. rateoegaan over a long period of 











The stylist selected will be one of 
cae é the most important members of this 
WANTED: EXPERIENCED QUALIFIED Management Team. Salary open. 


MEN to sell strong line of men’s, Boys’ and Please submit complete resume of 
Children’s Shoes in Medium and _ low-Priced a onl d d 
field. Drawing account to men of proven ability. experience, background, and salary 
Side line permissible. Territories open: Vir- requirements. 

ginia, Tennessee, Kentucky, Ohio and Indiana 
Reply to Box 187, Boot ann SHOE RECORDER, Reply to Box 190, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Chestnut & 56th Sts., Philadelphia 39, Pa. 














Penna. 








SIDELINE SALESMAN WTD. 


SIDELINE SALESMAN WTD. 


WANTED TO PURCHASE 











SIDELINE SALESMAN WANTED 


An excellent opportunity to increase your earning capacity through sell- 
ing our INSTOCK SHOES as well as ALASKANS. Several territories 
available such as, Kansas, Missouri, Colorado, Wyoming, Mississippi, 


Louisana, Tennessee, Kentucky, Give complete details in your first letter. 


KICKERINOS, Division of 
THE HAMPTON CORPORATION 


1308 W. FOND DU LAC AVE. 
MILWAUKEE, WISCONSIN 











COMFORT CASUALS AND MOCS 
MEN, WOMEN AND CHILDREN 
Several territories open for Popular 
Priced Line $3.95-$8.95. Fine Department 
and Shoe Store acceptance. In stock 

service—one sample case. 


N. S. Siegel, PIONEER SHOE COMPANY 
35 Holden Street, Minneapolis, Minn. 


HELP WANTED 

















SIDELINE MEN: TERRITORIES 


Tennessee, Western Penn., Southern Ohio 
North Carolina, California, Louisiana, several 
Western areas. One bag line of Women's 
wide width Casuals, in-stock, $6. retailers; 
5% commission. Write for catalog showing 
Line and others. 


NU-WAY SHOE CO., INC. 








142 Duane Street, New York City 





SMART LEATHER BOWS, SHOE ORNA- 
MENTS and FOOT SOX. Pocket size samples. 
Manufacturer offers highest commission. Reply 
to Box 556, Boot anp SuHoeE Recorper, Chest- 
nut & 56th Sts., Philadelphia 39, Penna. 

FASTEST AND HOTTEST LINE OF 
PLASTIC WATERPROOF FOOTWEAR, 
Styled by the Natien’s Leading Waterproof 
Stylist. Territories now open for experienced, 
aggressive men to sell Retail Stores and Vol- 
ume Trade Replies confidential. Reply to 
Box 188, Boor anp SHOe Recorper, Chest- 
nut & 56th Streets, Philadelphia 39, Penna. 





LINE WANTED 








A SIDE LINE OF POPULAR PRICED FLATS 
OR COMPOS 


desired for selling to Volume Accounts. In as 
much as this selling is to some of the largest 
users in the country only a reputable con- 
cern capable of handling over a Million 
Dollars Annually can be considered. 


Reply to Box 196, BOOT & SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











SALESMAN WANTS FACTORY LINE 
for Scutheastern States. Twenty years’ ex- 
perience in shoes. Reply to Box 197, Boor anp 
SHoe Recorper, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





POSITIONS WANTED 





YEARS’ EXPERIENCE, 
Retail Operation. Detailed 
resume on request. Excellent supervisor mate- 
rial, Now employed. Reply to Box 199, Boot 
AND SHOE ReEcorpeR, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 


MANAGER—20 
Capable all phases 
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MANAGERS 
TOP VOLUME 


Due to expansion as one of the 
leading National Shoe Chains we 
have need for Managers capable 
of operating large volume stores. 
Unusual opportunity for qualified 
men leading to supervisory positions. 
If you now operate a large volume 
unit and are looking for greater 
opportunities write full particulars. 


Reply to Box 194, BOOT & SHOE RECORDER 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











BUYER-MANAGER for 
Children’s Shoes. Excellent opportunity in one 
of Western Pennsylvania’s (not Pittsburgh) 
leading department stores. Recently remodeled 
department offers challenge to aggressive young 
shoeman. Reply to Box 192, Boor anp SHOE 
RecorpEer, 56th & Chestnut Streets, Philadel- 
phia 39, Penna. 


Women’s and 





FOR SALE 





MODERN BLONDE _ WRAPPING 
COUNTER AND SOX CASE, Adjustable 
Shelving, 4 Fitting Stools, 4 Chair “Kiddie- 
fitter,” 4 Horse ‘“‘Joyrider’’ with Umbrella. 
All used less than three years. Our loss—your 
gain. NELLIGAN’S SHOES, 922 F Street, 
N.W., Washington, D. C. 





ADRIAN X-RAY SHOE FITTING MA- 
CHINE, New Model; all safety regulations, 
including X-Ray Neon Fitting sign, at a sacri- 
fice. STANLEY’S SHOE STORE, 4078 Lan- 
caster Ave., Philadelphia, Pa. 





PLASTIC VISUAL FITTING SHOES, 
120 pairs, size 5 Infants’ to 4 Misses’. Re- 
places X-Ray for perfect fitting. Reply to Box 
195, Boor anp SHoe Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 





FOR RENT 





LARGE STORE, 25’ x 70’ full basement, 
adjoining M. H. Fishman Variety Store; in 
excellent location, ideal for Chain Shoe Store. 
Inquire: LOUIS RITTER, 1 South Chestnut 
Street, Beacon, New York. 





| 








CASH PAID FOR 
SHOE STORES 


CLOSE OUTS, JOB LOTS 
SHORT LEASES ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 7, N. Y. 
Telephone WOrth 2-2515 








M. STOFF and CO. 
CASH FOR SHOES 


Closeouts—Complete Stores 
Short Leases Assumed 


158 Duane St. New York City 
Tel. Beekman 3-0141-2 











MORRIS BAYROFF 


formerly with M & R Shoe Co. 
iS NOW LOCATED AT 
122 DUANE ST., N.Y.C. 
Telephone REctor 2-4171 
Highest Prices Paid for 
Complete Stores & Closeouts 
Leases Assumed 





TOP DOLLAR! 


FOR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
132 No. 4th St. Phila. 6, Pa. 


Phone: WA 5-9533—WA 5-9927 














Cameron Company Displays 


invite you to look 


What Is New Window Display 
Fixtures 


OUT OF THIS WORLD 
HOTEL STATLER, ROOM 125 
ST. LOUIS SHOE SHOW 











MEN’S WORK AND DRESS SHOES in 
4 pairs, singles. Write details, BURKETT’S, 
312 West Main, Millville, New York. 





FOR LEASE 


NEWLY REMODELED MODERN DE- 
PARTMENT STORE wishes to Lease Main 
Floor Space for Women’s and Children’s Shoe 
Department. Potential over $50,000. Concealed 
stockrcom immediately adjacent. REPLY TO 
P. O. BOX 510, Portsmouth, Ohio. 


FAMILY SHOE STORE, 100% LOCA- 
TION small town, Northern Indiana. Ideal 
man and wife operation. Gross near $25,000 
a year; can be doubled by experienced shoe 
man. Low rent lease available. Reply to Box 
193, Boor anp SHOE Recorper, Chestnut & 
56th Streets, Philadelphia 39, Penna. 











BUSINESS BOOSTERS 


ADVERTISE YOUR STORE — Imprinted 
Premiums—Comic Bocks—Toys. Free Catalog. 
Hecht Advertising, 3074 Park Ave., Bronx 51, 
New York. 
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WANTED TO PURCHASE WANTED TO PURCHASE 








WANTED TO PURCHASE 











“Uncle Sam” 


will soon prove 
Sputnik and Muttnik ad SURPLUS SHOES 
are old numbers CANCELLATIONS 













COMPLETE STORES 







Louis Write or wire for fast ac- 
tion . . . quality men’s 
will buy your women’s and children’s shoes. 


old numbers Fine Footweart0h Oven 43 YEARS 


LOUIS CAMITTA & SON 
WO 2-5063 


formerly with S. CAMITTA & SONS 1235 Washington, St. Louis 3, Mo 
































WE PAY MORE because WE ARE RETAILERS 














Any quantity. . any time. Weil 
buys for cash... quality shoes, 
complete stores, closeouts or 
surplus from manufacturer or 
retailer. For quick action write, 
wire or phone immediately. 


M. K. Weil Shoe Co. 
1215 Washington Avenue 
St. Louis 3, Mo. 
CE. 1-4898 CE. 1-3762 
Quality Shoes Since ’32 
“While in Town See Weil” 

















WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES 
FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 


HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. I., N. Y. 
Max L. Meltzer, Pres. Ivanhoe 1-9830 











B. & R. PAYS THE LIMIT 


WE BUY CLOSE OUTS 
COMPLETE SHOE STOCKS A 
ees LEASES ASSUMED 
~ YOUR NAME PROTECTED py 


B. & R. SHOE CORP. 74 Reade Street, New York 7, N. Y. WOrth 2-6358 





























VMMMM@™éllle, 


Z 


C_idlldllldldddda KR\S BUYS for CASH 
Quick decision on your offers of discontinued and 


8 A aa j S$ surplus men's, women's and children's shoes. 


TRE NATION'S FINEST Also complete stores considered 
CANCELLATION SHOES Jobs in Fine Shoes From Fine Sources Since 1931 


79-81 Reade St. ° New York 7, N.Y. ° Tel: WOrth 2-5180 





We 
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e discontinued 
lines 
¢ complete stores 









GAFFIN SHOES 


inc, ¢ BE 3-7290 
146 DUANE ST., N. Y.C. 








" COMPLETE STORES * 


WANTED: 


Confidential negotiations by 





rated , . . experienced retailers $ 


p ARRONSON BROS. & BAYROFF . 


& 122 Duane St., N.Y.C. RE 2-4170-4171 ' 
Sem HE He Ee 














TOPPS PAYS THE TOPS 


WE ARE RETAILERS 


We buy Men's, Women's, Children's Shoes 
Complete Stores FOR OPERATION 


TOPPS SHOE STORE 
4116 Bergenline Avenue 


Union City, N. J. UNion 3-6413 
Phone or Wire Collect 














WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
WaAlnut 5-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 
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--- your profits 
CLIMB with 


GODING 
BOOTS 


Take a field man for instance. He 
wants a boot that can take the 
muck and mire, the rocks and rills 
...a boot that feels good on his foot 
and looks fine enough to wear to 
the main office. 

That’s why he likes the Goding 
“Engineer,” and why you'll make 
more money if you stock them. 
Like all Goding Boots, the 
“Engineer” is a high-styled boot 
with Goodyear Welt Construction. 
Made in all sizes for men and boys, 
it delivers more wear for less 
money ..with a full mark-up for you. 


Write today for free 


full-color catalogue of the 


entire Goding line. 


* 


GODING 
BOOTS 


INC. 
PARIS, ILLINOIS 


_Boyd-Jones Vice-President 
| Appointed Sales Manager 


| Harry Williams has been named sales 
| manager of Boyd-Jones Shoe Company, 
| St. Louis, for Peacock and Rice-O'Neill 
| lines, in addition to his duties as vice- 
president of the firm. Mr. Williams has 
been associated with Rice-O'Neill shoes 
since March, 1925, when he bought the 

first lasts and styled the first shoes. 





General Tire Names Head 
Of Vinyl-Making Division 

AKRON, O.—J. E. Powers, vice- 
president in charge of plastics for 
The General Tire and Rubber Com- 
pany, announced appointment of 
John A. Matousek as general man- 
ager of the company’s Respro divi- 
sion at Cranston, R. I. The division 
manufactures vinyl materials for the 
shoe and other industries. 

In addition, Arch Gartner was ap- 
pointed manager of shoe material 
sales and Fred Newman was named 

| merchandise manager of shoe mate- 
rials. 

Mr. Matousek replaces L. D. 
Bragg, Jr., who has resigned. He is 
a native of Cleveland and a graduate 
of Notre Dame University. 


M. C. Hansen Retires; Sold 
For Tober-Saifer Company 


ST. LOUIS — Officials of Tober- 

Saifer Shoe Manufacturing Com- 

| pany have announced the retirement 

| of their Kansas sales representative, 
| M. C. Hansen. 

Widely known in the shoe indus- 
| try, Mr. Hansen has been associated 
| with Tober-Saifer for 15 years. He 
pioneered in the state of Wisconsin 
for the firm and, after three years, 
transferred to the Kansas territory, 
which is close to his home in St. 
Joseph, Mo. He is a past president 
| of the Central States Shoe Travel- 
ers. 

No successor has been announced. 





Sales Appointments Made 
By 2 International Divisions 


ST. LOUIS — Two sales repre- 
sentatives have been appointed for 
separate divisions of International 
Shoe Company. 

Robert O. Corson will carry City 
Club, Velvet Step and Weather- 
Bird general lines for Peters di- 
vision in Idaho, eastern Oregon and 
eastern Washington, according to 
Bob Smock, general sales manager. 
From headquarters in Boise, Ida., 
Mr. Corson will handle Wesboro, 
City Club, Jr., Smart Maid, Diamond 
Brand Service shoes and Happy 
Hikers general lines. He replaces 
Charles Squires, who resigned to 
operate his own insurance business. 

Mr. Corson’s experience includes 
both retail and wholesale shoe sell- 


ROBERT 0. CORSON LOUIS W. HULTGREN 


ing. Formerly he traveled for the 
Peters division out of Salt Lake 
City, Utah. 

Louis W. Hultgren will represent 
Queen Quality division, succeeding 
E. W. St. John, who has resigned. 
He will cover Texas, Oklahoma and 
southern New Mexico. Associated 
with the shoe business for 22 years, 
he previously traveled for Viner 
Brothers Shoe Company, Oomphies 
and British Walkers. 

A member of the Southwestern 
Shoe Travelers Association, Mr. 
Hultgren will make his headquarters 
in Dallas. 


Heydays Shoes Names Two 

ST. LOUIS—Two appointments to 
the sales staff of Heydays Shoes, 
Inc., here have been announced. 

Vern Spence, of Atlanta, Ga., a 
former west coast retailer, will cover 
California, Arizona, New Mexico and 
Nevada. Roy Smith, of Roanoke, Va., 
will cover a newly created territory 
consisting of West Virginia, Dela- 
ware, Maryland, parts of Virginia 
and the District of Columbia. 
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Goodyear 


INSOLE RIB 


Attaching Machine 


gives accurate 
three-margin control 
at low cost 


United’s improved insole rib attaching machine —the Model 
B-—has a three-position edge gauge that makes possible the 
accurate rib location needed for good shoemaking. Adjustable 
stops furnish selective but positive edge gauge locations for 
specified margin dimensions. 


This new model will give you higher production at lower 
cost. A reel holding 400 yards of preformed rib minimizes the 
time spent by the operator in handling materials. Other im- 
provements and simplifications reduce maintenance expense 
and permit you to produce inexpensive, flexible insoles with 
accurate margins and solidly attached ribs. 


Call your G/* representative for more detailed information 
that will help you lower the cost of your welt insoles. 


(BAC UNITED SHOE MACHINERY CORPORATION 
Boston, Massachusetts 
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America’s Finest Golf Shoes 


Lockers of America’s Country Clubs reveal an 
amazing preference for Nunn-Bush Ank/e-Fashioned 
Golf Shoes. Superior FIT and PERFORMANCE 
claim both the notice and the conversation of 
intelligent men. Note the efficient Doubler which 
shields the wearer from Calk discomfort. 


Style 152 
The 
PINEHURST 


Resistant. 


As a skilled shoe merchant, Nunn-Bush Apk/e- 
Fashioned Golf Shoes will enable you to claim 
as much golf shoe business in your community 
as you are prepared to serve. They will make 
customers of friends of customers...and BRING 


CUSTOMERS BACK... for more! 


Specially designed golf last. Handsewn vamp. Brown and Natural Veal. Oiled Double Soles. Moisture 
Laflex Doubler Calk Shields. Removable Tempered Steel Spikes, Arch-fashioned Steel Shank. 


Immediately available from stock: AA 8-12, A 72-12, B 62-12, C 5-12, D 5-12. 


Also in stock two new lightweight golf shoes, styles 640 and 641 


NUNN-BUSH SHOE 


COMPANY 


Mi tL A UK Be 1; 








“WEVE DONE OUR BEST... 


Siew Rite 


Green Shoe Mfg. Co., Boston, Mass. 
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